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Permanent Exhibil---: 


it and view it to your heart’s content; note 
its niceties of design, its adaptability, its 
virility of form. 


much to his advantage concerning that 
most interesting of subjects, the nature and 
habits of Forged Iron Hardware .... under 
what conditions it may hope to flourish 
best; how its charm may be enhanced with 
the proper background; where it, in turn, 
may lend enchantment to some architec- 
tural setting now taking form within your 
own mind. 


-..-A place where one may sit at ease, sur- 
rounded by beauty, an arm stretched forth 
across the wide oak boards of a table which, 
for a hundred and fifty years and more in 
merry England, prepared itself for its pres- 
ent honored post. 


Here you may examine the rugged texture 
of forged iron hardware by McKinney, turn 
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Where, perchance, one may learn, 
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MeKINNEY 


You may glance over more than three score 
designs of andirons in forged iron; and of 
brass, bearing the unmistakable earmarks 
of old-world workmanship. Or perchance 
propound some problem pertaining to 
Hardware which it will be our pleasure 
to answer. 


In any event, and regardless of whatever 
may be your humor of the moment, you 
are welcome to the permanent exhibit of 
McKinney Products now open at 101 Park 
Avenue, Room 431. We hope to welcome you 
here. McKinney Manufacturing Company. 
Home Office, Pittsburgh, Pa. Branch Offices 
in Principal Cities. 


at 101 Park Avenue. New Yor 
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Chain Store Competition 
The Almighty Dollar 


OO many independent retailers do not yet 

realize that present day competition differs 

radically from that which prevailed a com- 
paratively few years ago. 


Under the old regime, the hardware merchant’s 
competitors were only those merchants who sold the 
same kind of merchandise as that carried in his 
stock. Under the new regime every man who sells 
anything to the buying public is an active competi- 
tor. In other words, competition has switched from 
a merchandise to a money basis. Every retailer in 
the United States today is in direct competition with 
every other retailer for the consumer’s dollar. Like- 
wise every industry is competing with every other 
industry for that dollar. 


The individual customer has just so much money 
to spend. If the greater part of that money goes for 
automobiles, rent, jewelry, food or clothing, then 
there is little left for tools, electrical goods, builders’ 
hardware or paint. If the bulk of it goes for un- 
profitable price merchandise, there is little left for 
profitable quality goods. 


In the old days, watchful waiting was considered 
good business. The merchant selected such merchan- 
dise as he believed would sell in his community, then 
waited for people to come in and buy it. With no 
over-production and comparatively little competition, 
people did come in and buy. Many merchants pros- 
pered under those conditions who could not even 
remain in business today. 


Then came the influx of thousands of new merchan- 
dise items, and a change in the accepted standards 
of living. With that change came thousands of new 
merchandising outlets. After the war we found our- 
selves with an over-productive capacity in manufac- 
tured articles. This led to a scramble for markets 
among the manufacturers which extended all down 
the line. 


At this time the chain stores saw their opportunity. 
They took advantage of productive capacity to obtain 
cheap merchandise. They acquired prominent loca- 
tions; displayed goods in quantity at a price. They 
cut out all services, and made their bid for the con- 
sumer’s dollar on the basis of display and price. 
Display and price brought people to their stores and 
left thousands of old time retailers waiting for cus- 
tomers who did not come in. 


Naturally the independent retail merchants were 
alarmed. They saw their sales and their profits slip- 
ping. So—they began to copy the methods of their 
chain competitors in the matter of arrangement, dis- 
play and price. Altogether too many hardware 
merchants acquired the “price mania” and swung all 
their efforts behind a policy of meeting prices. They 
seem to have ignored the fact that, so far as they are 
concerned, cheap goods carry little or no profit; that 
the price competition is on a comparatively small 
part of their stocks; that people still want real value 
in hardware, if they can be shown that value. 


But—people are not hunting for quality hardware 
items. There are too many places where they can 
spend their dollars without hunting for anything. It 
is the dollar which is being wooed these days—not 
the merchandise. The old policy of watchful waiting 
is as obsolete as the top buggy or the spinning wheel. 


Independent hardware merchants who are enjoying 
a profitable business today, and there are thousands 
of them, are those who are systematically going out 
after that business; who by display, advertising, mail 
solicitation or personal calls are keeping the people 
of their communities informed concerning their mer- 
chandise and its value; who are getting in contact 
with the consumer before his dollar is spent, either 
for cheap unknown hardware, or for items outside 
the hardware field. 


We know a hardware merchant whose waiting 
policy sold only two washing machines in 1927. This 
year, through a policy of going out after business, he 
has already sold 75 machines at a profit. Another 
hardware man of our acquaintance has practically 
tripled his sales of paint by looking for paint cus- 
tomrs instead of expecting them to look for him. In- 
cidentally, his builders’ hardware and tool sales have 
nearly doubled. Still another has built up a large 
and profitable sporting goods business by taking an 
active interest in those who love sports. He sold 
$10,000 worth of golf goods alone last year. 


That’s the story in a nutshell. There is plenty of 
profitable business to be had in quality goods, but it 
won’t come to you of its own accord. It has to be 
wooed and won. 


Meanwhile remember that the chain store and the 
independent hardware merchant are not the only 
suitors for that elusive dollar. 


This is the fourteenth of a series of articles in which the Editor discusses Chain Store Competition in all of its phases. 
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The above picture and those shown on the opposite 
page are typical booths arranged by hardware 
dealers for county and State fairs. Both the 


OUNTY fairs, community 
‘& exhibitions and the like, 
where booths are reserved 
for the exhibiting and selling of 
merchandise, provide an excellent 
opportunity for the retail hard- 


ware dealer to “get acquainted” 

with his customers. More than 

that is accomplished, for many 

sales are made, as well as many 

new customers added to the com- 

pany’s mailing list. Few people 

come to a fair or an exhibition without spending money 
in their pockets. For the most part they expect to make 
purchases and the number which they make, depends 
entirely on the 
good impressions 
which they re- 
ceive. 

A fair booth 
must be attrac- 
tive. The mer- 
chandise on 
exhibition or for 
sale must literally 
sell itself. There 
should not be any 
cluttering of the 
booth with useless 
furniture, unrelat- 
ed merchandise or 
display material 


Yorke & Wadsworth Co.. 


Concord, N. C., had its name painted on the bandstand and exhibition 
platform at a county fair and benefited from the publicity 
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firm name and the merchandise, in every case, is well displayed. 
Dealer helps and display boards are effectively used. 


Since many booths are roughly con- 
structed and not attractively “built, the 
arranging of the merchandise in an 
attractive way and the decorating of the 
booth must be left to the individual 
booth owner. Manufacturers’ dealer 
helps, placards and display easels can be 
used to great advantage, both to attract 
attention and to cover up the plainness 
of the booth. 
Do not bring too much stock to the 
fair booth. Many are not very large 
and if you have a moving display or exhibition, whic! 
you should have, the passageways are apt to be crowded 
This is likely to interfere with the policing arrange- 
ments and the fire 
laws. Bring the 
crowd into your 
booth. One or 
two items of a 
line are sufficient. 
Display boards 
can be removed 
from wall panels 
and brought to ‘ 
booth and used 
advantagequsly 
Merchandise need 
not be taken from 
these panels, to 
make a sale. 
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An Island 


By Saunders Norvell 


IFTEEN minutes from my office there is an island 
that is just as strange and mysterious as any island 
written about by Robert Louis Stevenson—it is just 

as curious in its way as any of the strange countries 
written about by Gulliver in his travels. 

Now, let me on this hot summer day tell you about this 
island that I can see from the window of my office. 

In the first place, when one takes a steamer to visit this 
island, there is no charge for the trip—no tickets are 
sold—the steamer has no purser. You just walk on 
board with whatever baggage you have and this steamer 
takes you to the island absolutely free of charge. 

While the people who live on this island mainly speak 
the English language, as a matter of fact they speak 
many languages—French, German, Italian, Russian and 
some of them even speak curious dialects of primitive 
people such as the dialects of the Moros of the Philip- 
pines. 

When you land on this island there is an automobile 
bus that will take you anywhere you wish to go. This 
bus never makes any charge. It is a curious fact that the 
driver of this bus, if you should offer to pay him, would 
be insulted. (Traveling salesmen who keep expense ac- 
counts please note!) 

The people who inhabit this island, while they mainly 
belong to the Caucasian race, do not dress at all like the 
people just fifteen minutes away on Manhattan Island. 
They have a dress of their own. As a matter of fact, 
all the men dress exactly alike. However, there are 
certain peculiar marks on the costumes of some of the 
men, indicating that they are different from the others. 
When these men with the peculiar decorations on their 
shoulders and sleeves move around the island, all the 
other men stand up very straight and salute by putting 
the fingers of their hands to their caps and the men 
saluted are punctilious about returning the salutes. A 
very large part of the time of the men on this island is 
devoted to salutations, therefore one would imagine that 
there was a great deal of good will and friendliness be- 
tween all the men. 

This island has laws entirely of its own—laws very 
different indeed from the laws of the United States or 
from the State of New York. There are no New York 
police on this island—they are not needed, because the 
people of this island look out for themselves. There are 


hundred prisoners. It is a curious fact that the people 
who live on this island instead of having their prisoners 
work on the stone pile—making little ones out of big 
ones, put their prisoners to school. There are regular 
daily classes in the prison on this island and the prisoners 
are compelled to attend. If a prisoner remains long 
enough he will secure a liberal education and this educa- 
tion costs nothing to the prisoner. The prison itself is 
a model one. It is conducted on the principle that all 
crime is the result of bad thinking. Therefore, the entire 
object of the prison is to correct the kind of thinking 
that the prisoner does. 

You can spend no money on this island. It is a very 
sudden change from New York, where you can spend 
a lot of money if you have it to spend, to find yourself 
fifteen minutes away on an island where you cannot 
spend any because there is nothing to spend money for! 

Another curious thing about the island is the fact that 
all the houses and supplies to the inhabitants are abso- 
lutely without any charge. Even food is supplied in the 
form of what is known as “rations,” and entirely without 
charge. There are golf links but no green fees. You 
can play golf as often or as long as you please and there 
is no cost whatever. The caddies instead of being boys 
are men, and they all dress alike in the peculiar dress 
adopted by the inhabitants of this very curious island. 

In this ideal place to live there is, however, a sugges- 
tion of human depravity. This suggestion comes when 
you go to the dock to take the steamer for the island. 
On the dock stand men dressed in the conventional cos- 
tume of the island and all these men have, strapped to 
their hips, automatic pistols. The Sullivan law, which 
in New York State, forbids any of us to possess, carry 
or keep a revolver, does not seem to apply to the in- 
habitants of this island because a very large number of 
them walk around with their pistols or automatics prom- 
inently displayed in the holsters on their hips. 

When you go on board the steamer two of these men 
stand at the entrance and they look you over as you pass 
between them. When you land on the other side, two 
of these armed men stand and look you over again. | 
don’t know whether the automobile bus driver also car- 
ries an automatic, but I suspect that he does. If you 
happen to be on the island in the evening—if you walk 
about in the dusk, every now and then you run into one of 
the inhabitants of the island marching up and down, and 


no jobs for Tammany there. It has.its own couptssefe~fregently he will call out to you; make you stop, walk 


justice and any crimes committed on the island by its 
people ‘are brought before these courts. While the island 
is a part of the United States, in one sense it is entirely 
separate and distinct from it because its rules and cus- 
toms, its courts, laws and police are all its own. 

This island has a very large prison. There are several 


up to you in the dark and look you over, and find out 
just what you are doing on the island. They are also 
ornamented with automatics. 

One evening, with a lady who lives on this island, I 
was: driven over to the edge of the island where we 
get a good view of Bartholdi’s Statue of 


could 
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Liberty. We were sitting in the automobile studying the 
Statue of Liberty when one of these island gentlemen 
carrying the ever-present automatic walked over and 
suggested that we “move on.” I inquired whether there 
were any rules or regulations on the island that com- 
pelled us to move on, and he replied that he did not know 
of any such rules but he thought it was a good idea, on a 
warm night, to keep the road free from automobiles. 
Then this citizen of the island got a good look at the 
lady and as soon as he saw her face he straightened up, 
saluted, and informed her that she could remain just 
as long as she pleased! It just happened that this lady 
was the wife of one of those men who live on the island 
and who has a lot of bronze work on his shoulders and 
stars scattered around his sleeves. 

In all the world I don’t believe one can see as attractive 
a panorama as one can glimpse from this little island. 
Off to the right is the skyline of New York. At night 
there are thousands and thousands of windows in the tall 
buildings all lighted up. On the top of one building is 
an enormous electrically lighted cross. This cross can 
be seen for many miles out into the harbor. 
top of another building is the facade and columns of a 
Greek temple. It is lighted up every night. A curious 
place for a Greek temple on the top of this tall office 
building! There is another building and at the top it has 
It reminds one of Popocatepetl in 


Then on 


a pyramid in steps. 
Mexico. 

Then constantly moving and searching the sky are pow- 
erful electric searchlights to guide night flying airplanes. 
But to me, the most curious thing about this island is 
the passing in and out of the harbor of the great Atlantic 
liners. One has the impression which, of course, is all 
wrong, that the island itself is lower than the ocean, and 
when these enormous vessels pass some of them with 
four funnels, the impression is given that they are on 
water that is higher than the land. It is a majestic sight 
to see the Leviathan or the Ile de France pass by this 
island, all lighted up. These vessels are so close to the 
shore that you can even hear the music from their orches- 
tras. Of course, you know it is now the fashion for the 
trans-Atlantic steamers to sail at midnight. As a result 
of this most of these ships pass the island between 12 
and 1 o’clock. 

When one dines with these men who inhabit this 
island the conversation is all very odd and different from 
the kind of talk that a business man hears in Wall Street. 
These men know very little about business and care less. 
It makes no difference to them whether the wheat crop 
is good or bad, or whether cotton is advancing or de- 
clining. None of these men have to worry about their 
jobs. They cannot be discharged at the whim of any of 
their superiors. Just as long as they behave themselves 
reasonably well there is no question whatever about 
their monthly envelope. They look at life from the 
vantage point of a security that the ordinary business 
man never enjoys. 

Their conversation, as they smoke their cigars after 
dinner, reaches around the world. If you happen to be 


at the table with, say a dozen men, they have seen service 
almost everywhere. One magnificent physical specimen 
about 6 feet 6 inches tall, with a blazing string of deco- 
rations on his breast discusses calmly the World War in 
France. He tells about the arrival of the first Americans, 
about the lining up in the trenches with the French and 
the British. He has a keen sense of humor, and his 
laughter deep down in his powerful chest rumbles like 
This man, so I am told, was one of the fight- 
He was with the men in the 


thunder. 
ing generals at the front. 
front lines; he heard the real whistle of Mauser bullets. 

Another officer talked about the Philippines. He was 
there in the time of Aguinaldo. He discussed the pecu 
liar kind of fighting of the Moros and other natives. An- 
other officer present was in Russia at the time of the 
breaking up of the Russian army. He said he had never 
seen such a terrible sight as the demoralization that 
existed at that time. Propaganda had broken down the 
morale of the Russian soldiers—they were homesick ; they 
were badly equipped ; they were told that while they were 
at the front others were stealing all the land. They 
were also told if they would hurry back they could get 
all the land they wanted, but it was necessary for them 
to get back home quickly or their share would be taken 
by others. So these soldiers just started for home. There 
were several million of them. They did not follow roads 
—they just cut across the country in a bee-line for their 
villages. Nothing could have stopped this onward rush. 
Russian officers were shot right and left by their own 
men. This officer who was telling the story said there 
was one Russian officer, a middle-aged man, of whom 
they were all very fond. He decided to return by rail. 
They attempted to dissuade him; they told him it was 
very dafigerous; that just as soon as his uniform was 
seen he would be assassinated. This officer laughed away 
their fears. Three days afterward he was brought back 
dead. He happened to appear at the door of his train 
in his officer’s uniform and someone in the crowd ol 
soldiers at the station shot him down. In this mad 
rush back to the farms in Russia on the part of the 
army there was no authority nor law, and the horrible 
story of all that happened will probably never be known. 

Well, so this is just a little summer article about a 
little island I can see from my window: It may be in- 
teresting to add that the larger part of this island was 
built up by the dirt dug out of the New York subways. 
Part of it was taken from the bottom of the river when 
the subway tunnel was put through under the river. 

Of course, by this time you, know that this odd little 
island with a government of its own—entirely indepen- 
dent of the United States Government—is Governor's 
And last but not least there is one more thought : 
That is another 


Island. 
This island does not pay any taxes. 
very large difference between the island and the neigh- 
boring shore of New York, nor do the citizens of this 
island mix up in politics or do any voting. Taking it all 
in all, don’t you think it is a queer, strange little island ? 
When you come to New York you must visit it. You 
will find the trip not at all expensive! 
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Increase Sales by 
Advertising Combined Items 


Customers will buy several items at a time if idea is 
frequently suggested—Two kinds of combinations. 






By Guy Hubbart 











5S a rule men customers come in- | population there is a limit to what | the counterpart of this is the adver- 

to the store with a definite | customers can buy. So it’s up to each | tising suggestion. 

want in mind. One of this, | merchant to get all he can every day. Many department stores have, by 
a dozen of that and so on. Men buy | educating their clerks to suggest 
from hardware stores much as they Help the Women other purchases changed the average 
do from department stores; they; No one has ever invented any | sale from $1.20 to $1.80. Others, 
make up their minds first and then go | magic method for cornering the bulk | larger ones, have in six months by 
in and buy. There are exceptions | of a town’s purchases. Customers | the suggestion method increased the 














of course. | buy where they like; they shop | average sale from $2.65 to $3.05. 
But women, especially heads of | around. They always will, especially | And the rule holds good in propor- 

families, buy differently. They | women. The nearest thing to sales | tion, to the smaller daily volume of 

start out to buy a fly swatter and end | magic is the suggestion-sale. And | hardware stores. 

up by buying a a Try to put in- 

















to every newspa- 


‘ MOHR- . WE per ad you run at 
least two sets of 
Racrve’s Lzavme Haapwarx Srorz suggestions of 


combinations in 


PAINTS & SUPPLIES FROM OUR || addition to the 
LARGE PAINT DEPARTMENT regular items. 


gas oven, a set of 
pans, a double 
cooker and some 
crockery, perhaps. 
What was to be a 
30 cent expendi- 
ture for a single 












































































































































































































visit to the hard- TURPENTINE i+ { Here is an exam- 
ware store often Put Up T Wit ple of one kind: 
grows into Boe nach as A __ Suggestion 
$12.48, maybe wie wer o" 3 Varnish, pint 
ba . ’ c H Hy i of Cis / 5 ’ ’ 
$50. ; ae _— Linseed Oil i 95 cents 
O b Ics surprising what a dot- in Bottles Window Glass! B | ak 4 ‘ | 
) servan t lar or two and a little 25c¢ each cae A yo rus 1es, ncn, 
patience can accomplish 
hardware me + at tae. Oopantion Rexo Cleaner! Double X Floor DEVOE AUTOMOBILE 7 0 cents. . 
chants know this of highest quaiity paints — | For alt painted and varnished Cleaner! een — — Liquid Floor 
for home use, no spectal —— oe a cleans and n an an 7 
tendency on the aah & cequivet can, 5 atres, “ieene” 60c vewuiar $1.48 qt. Wax, $1.29 gal. 
t ; ; 25c, 50c, $1.00 Ioore Ses the shades. Black Color These items are 
part of women items 2 
but few of them Sania tan Benet (x) y, y ) _— all from one de- 
Ne: ae SOAP CHIPS! Ph, * AEP / v eA Pais! nd 
cash in on it for cca WUT Gee Gg Aad tieng ayy 5 partment a 
. . s. for $1.! ev Cad ew: PY, ii F i i 
all it is worth. ——~-- 7s ae hk supply similar 
They may capi- Wall Paper DEVOE AQUA SPAR needs. As a sug- 
talize the idea now aicame tor | =e —~ gp —~ ~— ~F 3/; | VARNISH! Best we carry. gestion they 
and then during 25c coe h Sa For imide 9B pint would catch the 
. A d ; fide ia $1.70 qt. . > Ww 
big sales or spe- DEVOE VELOUR FINISH a) wt = 7! ny of people “ 
cial events. But A Flat Wall Paint ig | eon eos Interior Peur are in the midst 
they ger Ngai ; ‘Soc qt. $3.25 gal. ¥ G4 “q 3g” ——o of Pact a 
every week anc A me $2.50 gal. , and painting an 
Devoe 
every day. Year- Parte Family Paint! Devoe Marble of people who are 
ly sales volume is af meaty for use, tor genet wor. | Floor Varnish! just ready to be- 
made up of daily . 30 59¢ Daido and $1.95 cay AS a gin. Two kinds 
sales and the larg- en vel an s, tw 
gr ela : Devos Fleer Paint! sation of customers, = 
“el t ~ Oia the wins” 145 Furniture Transfers! BRUSHES! chances to - 
etter the former. slows . basse age 5c” 2% inch Varnish = 19¢ Gabel some extra goods. 
“ nish quart the city. 4inch Paint . 70c 7 = 
The “other nt tp PMISPRING? Here is am 
stores get some ) Liquid Wax | Steel Patty Knives 25¢ | PLASTIC WOOD! cSt, § ,DEVOE other kind of sug- 
of the daily busi- inn — | Steel Wool, pkg. 10¢ | rtanties ine pe oe epee gestion : 
> 2 mello "Sic. ies hes P59 | t™ ve sem a es sue- > 4 
ness every day. $1.29 | Graining Outfits 40c wink Can Food — chep- 
, . ( 
Some days they WINDOW PUTTY! | PAINT AND VARNISH | LINOLEUM VARNISH! pers, $1.98 
get the bulk of it. 1Ib.can 10: 21b.can20c | REMOVER! Quart 75-* 80c pint Clothes _ bas- 


























And in every MOARJONES PQIST DEPARIMENT kets, $3.45 




















Porch swing, $3.95. | 
Notice that this combination is one | 
of unrelated items. The purpose is 
to attract customers with certain 
scattering needs. 


Special Space for Combinations 


Keep in mind, these combinations 
should have special space and dis- 
play in the advertisement, so they 
will be easily distinguished from the 
other items featured in the space. 
For example, a space is indicated by 
X and XX, on the ad that is repro- 
duced here. This ad is largely paint 
and related items, but the two sug- 
gestions above, if placed as shown, 
would increase the selling power of 
the space used, simply because they 
are special suggestions specially dis- 
played. | 

Notice that the bulk price, the sum | 
of the three prices in each suggestion, | 
is shown below the sets of items and | 
in bold face. The purpose in doing 
this is to call the customer’s atten- 
tion to what she can buy for $2.94 
and $9.38, respectively. Many cus- 
tomers budget their daily expendi- 
tures for hardware and housewares. | 
Of course, the bulk prices should | 
vary greatly day by day, as well as | 












Standardization of Catalog | 
Sizes an Economy 


“We note the article pertaining to 
standard size catalog pages as issued 
in yur magazine, the HARDWARE AGE, 
for June 28, 1928. 

“It is our belief that the sooner 
the hardware jobbers of the country 
adopt standard size catalogs it would 
simplify matters in issuing catalogs 
and greatly reducing the cost of 
same. Our catalogs for the last six- 
teen years have always been issued. in 
46x 9 in. size and we have so far 
lound it very practical for our class 
of trade. However, we believe in 
standardization, and _ simplification. 
Therefore we believe that the 734 x 
10% in. size catalog would be the 
Most practical size. 

_ In view of the fact that the Na- 
tional Supply and Machinery Dis- 
tributors Association, also the Na- 
tional Association of Purchasing 
‘gents and the Automotive Asses- 
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| referred to, there should be no rea- 
| son why the hardware jobbers of the 


the combinations. The two shown 
here are merely examples. 


Value of the Idea 


The small merchant may say “yes; 
but if people don’t want the combi- 
nations I feature they will not come 
to my store, and my space will be 

rasted.”’ 

This is a fallacy. No advertising 
space is ever wasted if properly mer- 
chandised. No one can tell just what 
the most people will buy on a given 
day. The only thing to do is to keep 
on suggesting. That is the purpose 
of using space in the newspapers. 
Someone will see the suggestion and 
some day will want the items. 

The point is to make the women 


| want three or six or eight items in- 


stead of one, and to urge them to 
buy them of you instead of someone 
else. 


Many Kinds of Suggestions 





Only two kinds of suggestions are | 


shown here. 
and it is easy to go through the store 
and combine them. For example, 
here are several slants to use as a 
basis: 

(1) Combine 


several large and 





sors Industries have adopted this size 


country could not adopt the same 
standard size. For salesmen loose- 
leaf catalogs, a size 91% x 11, in our 
opinion would be the most practical 
size from past experience. 

“Tf such a change could be brought 
about, we believe it would be of great 
benefit and mutual advantage to all 
concerned.” 

(Signed) Epw. H. Settace, 
Ducommun Corporation, 
Los Angeles, Cal. 





Would Be a Great Con- 


venience 
“REFERRING to the article on | 


standardization of catalog page sizes | 
on page 34 your issue of June 28 and 
page 32 your issue of July 12, we are | 
very much interested in this. 


There are many kinds, | 


| 


Two Letters on Catalog Page Sizes 


Readers Continue to Express Interest in the Discussion of Stand- 
ard Size Pages for Hardware Catalogs—What Do You Think? 
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small items from one line, like tools 
or nails, bolts, locks, etc. 

(2) Combine a list of items from 
one department, beginning at the low- 
est price and running up. A good 
idea for small housewares. 

(3) Combine items that carry with 
them the need for accessories, like 
radio and the wiring, batteries, tubes, 
and so on. 

(4) Combine items used in one 
place in the home, like the kitchen 
cooking table, with all its various 
needs. 

(5) Combine electric items ; some- 
times items of a kind, like several 
irons at different prices; then, an- 
other time, one of a kind, like perco- 
lators, toasters, cookers, etc. 

The idea is to keep your ads liv- 
ened up with ideas closely linked 
with actual needs. Use only a part 
of each day’s space for the combina- 
tion suggestions and always try to 
have them different from the regu- 
lar ten or twenty items from which 
the main ad is made. 

Skillfully and consistently handled 
suggestions will increase the selling 
power of a store’s advertising as 
much as 10 to 20 per cent in a given 
period. 


“About two or three years ago, we 
wrote to all of the trade associations 
in the hardware line to find out if 
there was any standard as to size ot 
catalog page. It would be a great 
convenience to the manufacturer of 
the material that is sold to the hard- 
ware trade if there were a standard 
as in the automotive trade where 
1054 x 8) seems to be ideal. 

“If there is any way whereby the 
hardware trade could be induced to 
adopt this size, it would be desirable 
in view of the fact that the hardware 
trade handles so many automotive 
products. 

“As you undoubtedly know, the 
A. E. A. size for looseleaf books is 
105g x 8% whereas the type page 
is 6 x 9, and this provides a binding 


| margin for the sheets that are fur- 


nished for the salesmen’s binders. 
(Signed) O. R. McDonatn, 
Sales Promotion Manager, 
American Chain Co., 
Bridgeport, Conn. 
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Study the “Selection of Merchandise” 


Too Much Stress Has Been Laid Upon Price, Display and 





Advertising and Too Little Upon the Scientific Selection of 


Since returning from the National 


Retail Hardware Congress at Bos- | 
ton, I have been thinking a good deal | 
about one very serious problem of | 


the independent retail dealer that | 
do not think was adequately covered 
by the committees’ reports. For want 
of a better name I shall term it “SE- 
LECTION OF MERCHANDISE.” 
Too much stress has been laid upon 
price, display and advertising and too 
little upon the scientific selection of 
the articles that a store in a given 


locality should carry. To my mind, it 
is by far the strongest weapon that | 


the mail order houses and chains 
have over the independent dealer. 


Carry Only Demand Items 


They carry only items that they are 
reasonably certain there is a demand 
for in sufficient volume to provide an 
adequate turnover and which can be 
sold at an adequate margin. Contrast 
the judgment of the specialist chain 
store buyer—buying a certain definite 
line with a carefully kept record of 
past experience—-and backed by re- 
ports from many store managers on 
one hand. Then, on the other hand, 
the snap-shot judgment of the aver- 
age retail buyer who buys hundreds 
or even thousands of items, working 


mostly by rule of thumb with few | 


records to guide him. Is it any won- 
der that the latter buyer, exposed to 
the high power salesmanship of the 
countless specialty salesmen who call 
upon him, eventually finds his stock 
unbalanced? What happens if the 
chains make a mistake—and_ they 
make a few—they take immediate 
steps to convert the merchandise into 
money. If not their cost, they get 
what they can. 


That explains some | 


of the so-called “LOSS LEADERS.” | 


If the average retail buyer makes a 


mistake, the merchandise goes on the | 


top shelf and nature takes its course. 
Whenever we send a man to inven- 
tory a retail stock, we find certain 
merchandise so old that it is difficult 
to identify. 

In recent years we have sold many 
new stocks in the fast growing sub- 
urban sections of our city. If the 


selection of merchandise is left en- 


| idly increase, 
| suburban location is an ideal spot for 


|added merchandise consist of ? 


c 


By C. J. WHIPPLE 


tirely to us, we cannot conscientiously 
ship more than from $3,000 to $3,500 


worth of goods. Most of these new 


Articles Needed or Wanted in Given Localities. 


stores are successful right from the | 


start. By that I mean their sales rap- 
for a fast growing 


a hardware store. As their business 
increases their stock increases and in 


a few years it reaches ten, fifteen or | 








Cc. J. WHIPPLE, 


President, Hibbard, Spencer, Bartlett 








& Co., Chicago, IIl. 








a letter from a friend in another line 
of business, stating that one of our 
buyers had given scant consideration 
to a new product and that the man- 
ufacturer’s representative had asked 
him to intercede with me. It hap- 
pened to be an article used in the 
kitchen and I sent the -lettet to our 
buyer, asking for particulars. I got 
them. It happens that the buyer of 
kitchenware in our company is a wo- 
man and she uses and tries most of 
the things she buys. She came in my 


| office with “blood in her eye” and a 


“basket” of samples under her arm. 


An Interesting Example 


The article in question retails for 


| 75 cents. She had in stock several that 
| would do just as well to retail for 25 
| cents and some very much better to 
| retail for 50 cents, so she told the 
| salesman that she thought his item too 


| 
| 
| 
| 


even $20,000. Not the goods they | 


buy from us—there is comparatively 
little increase there. What does the 
I have 
been trying for three years to have a 
dealer frankly tell me, but have not 
yet had a satisfactory answer. 
admit that we can supply them with 
at least 75 to 80 per cent of the items 
they sell, yet our merchandise repre- 
sents, perhaps, 20 to 25 per cent of 
the value of their stock. In my opin- 
ion, most hardware stocks are too 
iarge and are over-manned. The 
figures of the National Association 
show that the number of clerks in a 
store is dependent upon the size of 
the stock and not upon the volume of 
sales. 

I want to cite a specific example 
to show how stocks get in this con- 
dition. 





They | 





high priced and would not buy it. | 
agreed with her judgment. Now, 
what does the manufacturer do? Go 
back to the factory and figure out a 
way to cut his costs and get his arti- 
cle in the consumer’s hands at a 
lower price? Not on your life. He 
goes out and hires some specialty 
salesmen to solicit orders from the 
retail trade direct and pretty soon he 
will tell us how many he has sold and 
again urge us to stock his article, and 
the dealers all over the country are 
“falling” for this all the time. 

The average turnover for all retail 
hardware stores is 2.3 times per year. 
I wish it were possible to figure what 
the turnover is on merchandise bought 
from jobbers. I think it is easily 
double that figure. 

My company had a very large ac- 
count in a locality that suffered a 
very severe depression. At the time 
of the collapse of the boom this cus- 
tomer owed us to the extent of about 
four months’ purchases. His stock 
was more than four times the amoun! 
of his indebtedness and was_alto- 
gether too large for the business he 
could expect in the future, so | 


' asked our credit manager to see him 
and gave permission to send hack for 


A few weeks ago I received | 


(Continued on page 54) 
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many advantageous 

features in the mer- 
thandising of hardware and 
kindred goods with the aid 
of modern store equipment, 
E. L. Durkee & Co., of Glov- 
ersville, N. Y., recently 
completed the remodeling 
of its 50-year old building 
at 13 North Main Street. 
The company realized that 
changing conditions in the 
merchandising of hardware 
have made display a more 
vital factor and planned the 
new store so that all classes 
of merchandise would have 
adequate display. Both the 
interior and exterior of the 
building have been com- 
pletely changed, so that the 
new Durkee establishment 
bears no resemblance’ to the 
old one. The Durkee build- 
ing in 1926 was a typical 
old-fashioned store. The dis- 
play windows were con- 
structed of wood, the 
double entrance doors were 
a step up from the street 
level and on the upper 
floors, residence windows 
appeared on each floor. 
This entire front, from the 
cellar to the roof was 
torn out, and in its 
Place rose an im- 
POsing grey 
glazed brick 


BP any stv the 








front with limestone trim. 
The display windows on 
the main floor were deep- 
ened, and the copper trim 
sets them off to good advan- 
tage. The step was elimin- 
ated by constructing a slop- 
ing entrance way. Addi- 
tional window space was 
secured by eliminating the 
entrance door for the upper 
floors, which occupied four 
or more feet at the left of 
the building. 

"On the second floor a 
wide window was construc- 
ted, the width of the build- 
ing. This allows the floor 
to be flooded with light and 
provides additional space 
for the displaying of mer- 
chandise, for the benefit of 
those on the street. An- 
other wide display window 
was erected on the third 
floor, giving both light and 
display space. 

Inside the Durkee build- 
ing, many important im- 
provements have been 
made. A circular iron stair- 
case was installed in the 
front of the store, just back 
of the window, leading to 
the basement. This occu- 

pies five square feet and 

gives the company the 
balance of the 
space former- 

ly used by 
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is well displayed. 


The basement has been’ extended to the curb, and a 
This allows valuable space 
under the broad sidewalk to be used, and dome lights in 
the paving give good light to this room. 
Display tables and racks 
are used for larger items of household goods and wheel 
toys. Shelving on the walls is used for surplus stock 
Good light is secured from 


sidewalk elevator installed. 


Hoor is used as a salesroom. 


and builders’ hardware. 


modern fixtures and the all-glass front. 
is used as a warehouse and for large items. 
of this store dates back to 1895 when the company was 
It has grown, and new owners have taken 
charge until today, Mrs. E. L. Durkee, A. C. Phillips 
and A. F. Lynch conduct the affairs of E. L. Durkee & 
Co., whose business is now housed well, in keeping with 
the reputation the company has deservedly earned. 


formed, 


an old wooden staircase. Many new open top display 
tables, uniform shelving and wall panels are now in 
place, together with three eight foot glass show cases. 

A new lighting system gives adequate illumination 
and adds attractiveness to the merchandise, which itself 
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The second 


The third floor 
The history 





possible. 


window space 





The old Durkee building is shown at the right. 
pare it with the reproduction of the completely re- 
modeled business home as shown on the previous page. 
Notice how windows have displaced walls wherever 
The step and the side entrance to the 
upper floors were eliminated in the remodeling to 
provide easier access to the store and additional show 


Com- 








credit any oversupply of merchandise 
bought from us. They went through 
the stock carefully but could not find 
anything to send back. If we had 
taken back goods, his stock would 
have been incomplete even for the re- 
duced volume of business that he was 
doing. 

Let me relate another experience 
having to do with retail turnover. 
One of the large department stores 
in this city decided to enlarge their 
household goods department to in- 
clude practically a full line of hard- 
ware. They engaged the services of 
an experienced buyer—one acquainted 
with factory lines—knowing where 
to buy and at the lowest possible 
price. He soon had a large stock, 
but at the end of the year the over- 
ead had more than absorbed the 
margin and the department was in 
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_ . , 
(Continued from page 52) 


the showing was even worse, so they 


tried a new buyer and for the next 
couple of years there was no im- 
provement. Then the buyer suddenly 
died. There was no one they felt 
qualified to promote and while look- 
ing for a man to take charge of the 
department they took one of the 
young lady clerks and told her to 
watch the stock, order in small quan- 
tities, keep it complete. They passed 
up quantity discounts and in a few 
months the stock was considerably 
reduced. Much to their surprise the 
department showed a small profit at 
the end of the year, so they continued 
on this temporary basis and the sec- 
ond year showed a substantial profit. 
Their purchases are made largely 
from jobbers and they are getting a 
stock turn that is treble the average 


red ink. The second and third years | hardware store. 
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Ninety per cent of the complaints 
|we receive from retailers have to do 
| with price. Get two or more dealers 
| together and it is an even money bet 
that they will talk about cooperative 
i buying. How many know how to 
|“*buy backwards”? By that | mean 
backwards from the retail 
price. That is what the chain buyers 
do on every item. It is turnover and 
margin that spell profits and not price 
Get away from generalities—take up 
your price problems item by item, 
and in a cooperative way with your 
source of supply. Be prepared to 


figure 


use loss leaders if necessary and con- 
centrate your buying so that your 
jobber can do the same. If 
this, you will not only hold your ow? 
| but can look forward to better days 
lthe future. 


you do 
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Observations of American Hardware Distribution 
and the Distribution Problems of Australia 


By J. D. BELL 


President, Federated Hardware Merchants Association of Australia and a Director of James 
Campbell & Sons, Ltd., Brisbane, Australia 


HEN I come to the point of 
setting forth in writing my 
impressions of the Hardware 
Trade in the United States, gained 
during the all too brief period of my 


visit of two months, I am assailed by | 
serious doubts as to whether I am | 
really competent to express opinions | 


that may be reasonably correct. 


Having been charged with a very | 
definite mission by the Federated | 


Hardware Merchants’ Association 
of Australia, namely, the securing ot 
the cooperation of manufacturers, 
whose products occupy a prominent 


place in the trade in Australia, in a | 
policy of “a reasonable margin of | 


profit on resale” my work lay primar- 


ily with the manufacturers and I had | 
little time to devote to general survey | 


work. 


Naturally I missed no opportunity | 
of learning the relative importance | 


of the jobber and retailer in the mind 


of the manufacturer in the distfibu- | 


tion of hardware, because the mem- 
bers of State Associations affiliated 
with the Federation in Australia are 
primarily interested in wholesale dis- 
tribution. As was to be expected | 
learned that policies were dictated by 
the locality and by the nature of the 
goods and a considerable amount of 
elasticity was evident. 

Since hardware manufacture is 
largely confined to the East, jobbing 
houses find their greatest scope in the 
Central, Western and Southern States 
and there they experience least inter- 
ference from manufacturers and thev 
have progressed accordingly. 

Talks with manufacturers elicited 
the fact that they recognize the job- 
ber as the legitimate distributor of 
hardware to the retailer and not only 
do they desire to use him for that 


purpose but they wish him to make a | 


reasonable profit on their lines. Many 
have gone so far as to suggest re- 
sale prices on all their lines and have 
taken all reasonable and legitimate 
steps to secure him that profit. In 
many cases, I am assured, that margin 
is maintained and where for economic 
Teasons the retailer is sold to direct 
Prices are made at such rates as will 
Protect the jobber. 

The state of the law dealing with 


combination for price fixing being 


| as it is, the manufacturer is hampered 


| in his efforts to do more for his dis- 





J. D. BELL 














|tributor but in my opinion he is to 
| be commended for what he is en- 
| deavoring to do to see that his goods 
|are not made the plaything of price 
cutters whether they be jobbers or 
retailers. 

The distribution of hardware in 
| Australia has for years been unsatis- 
'factory. Price cutting in popular 

lines has become so acute that steps 
to check its further development and 
| to restore a reasonable margin of 
| profit became essential. The whole- 
| sale hardware trade is reasonably well 
| organized in the commonwealth, each 
| state having its association which has 
| for its chief function the securing of 
|a reasonable margin of profit, but 
| efforts to that end have been nulli- 


fied by the indiscriminate shipping of | 
| retail—will now enter upon a new 


goods to all and sundry. The re- 
tailer has little difficulty in placing his 
|indents through a Commission House, 
either in New York or London and 


the manufacturer has in most cases | 


| accepted all orders without question 
| and invoiced them at the same prices, 
the retailer being placed on the same 
footing as the wholesaler. 

The importing retailer selling 
| direct to the public has undercut the 
| non-importing retailer and this has 
‘resulted in the jobber cutting his 





price to enable the non-importer to 
compete with the importer. The 
Australian representative of the 
manufacturer finding the importing 
retailer thus selling more of his line 
than the wholesaler who was being 
forced out of his natural position in 
the field of distribution, began to cul- 
tivate the retailer and to lose interest 
in the wholesaler who in time past 
was his most important buyer. The 


| wholesaler being denied a profit on 
| worthy lines that he has been instru- 
| mental in establishing on the Aus- 
| tralian 


market has been looking 
around to find other goods to dis- 


| place or replace those that hitherto 
| found a prominent place in his ware- 


house in the hope that such action 


| may bring him profit—this however, 


is no solution of the problem of 
“profitless prosperity’-—(a most ap- 


| propriate phrase created by Saunders 
| Norvell). 
| found in the overseas manufacturers 
| cooperating in assuring the distribu- 


The solution is to be 


tors of a margin of profit on his line 


| that has established for itself a repu- 
| tation for quality, in taking care that 


his goods get into the right hands 
and that no section of the retail trade 
is debarred from taking an interest in 
them by reason of the fact that an- 
other section can purchase them at 
such a low price as to make it im- 
possible for his competitor to handle 
them. 

It is gratifying to me and to my 
Federation to find that the American 
manufacturer almost to a man readily 
grasped the situation when it was ex 
plained to him and decided to cooper- 
ate wholeheartedly in it and I am 
hopeful that the whole hardware 
trade of Australia—wholesale and 


era of prosperity as the result of this 


| spirit of cooperation that is now in 


evidence. 

It is my belief that the manufac- 
turer who seeks an outlet in Aus- 
tralia in the hardware field in future 
will have greater chances of success 
if he combine with his sales effort a 
scheme of cooperation to secure a 
reasonable margin of profit to those 
distributors he wishes to interest in 
his goods. 
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Coyte Is a Good Merchant 


Asbury Park, N. J., Hardware Man Planned New Store Carefully 


to Provide Efficient Service to Customers Whose Friendship He 
Cultivates—Marks All Prices Plainly and Insists That Children 


SBURY PARK, N. J., boasts 
A may its other wonders, a 

model hardware store. Model 
not only in the physical aspects of the 
store, but in its methods and policies 
This is the store of Edmund L. 
Coyte. 

About a year ago the New York 
papers carried pictures and a storv 
of a traveling hardware store. For 
years the old store of Coyte stood on 
the corner of Main Street and Sewall 
Avenue, but “satisfied customers 
built such a business” (Coyte’s slo- 
gan) that this progressive merchant 
decided to house his business in a 
new, up-to-date brick building with 
the best of fixtures and equipment, 
modern in every respect. Rather than 
disappoint his many customers by 
shutting down while the new store 
was being built, Mr. Coyte made ar- 
rangements to move his old _ store 
bodily across the street to a vacant 
lot. The store was jacked up and 
moved across on rollers. The amus- 
ing story that a customer bought a 
ladder even while the store was mid- 
way across the street was told in the 
newspapers. For a few months busi- 
ness was carried on as usual in the 
old store, while the new one took 
shape. Then, when the new build- 
ing was ready, Coyte moved into as 
fine a hardware store as this writer 
has ever seen. 


Planned Store Carefully 


In planning the store, Mr. Coyte 
carefully avoided the mistakes in lay- 
out he had noted on his trips to other 
hardware stores he had _ visited 
throughout the state in search of 
ideas. On these trips he came across 
a lot of good suggestions and the 
best of these were incorporated into 
the new store layout. 

One side of the store, with the ex- 
ception of a few wall cases is de- 
voted entirely to paint and painters’ 
supplies. 

Coyte believes, as all good mer- 
chants do, in concentration and car- 
ries one manufacturer’s complete line 
of paints, varnishes, brushes, etc. 

He believes that in this way he gets 





better cooperation from his whole- 
saler as well as being able to render 
his customer a better service. 

Mr. Coyte’s volume of paint busi- 
ness is proof of the real service he 








JOHN FINNEGAN 


John Finnegan, a_ successful jobber’s 
salesman who based this story on his 
observation, of Edmund L. Coyte, as one 
of his firm’s customers. Visiting this 
store regularly the author had a very 
thorough opportunity to study the high- 
lights which made the Coyte store an im- 
portant factor in Asbyry Park’s com- 
munity needs 











performs. A great bulk of the paint 
business is from householders. He 
tells them how to paint—what to use 
and how much to buy and he shows 
them he is interested even after the 
sale is made by subsequent inquiries 
as to the satisfaction of the job. 

Many a customer comes to this 
store on the recommendation of his 
or her neighbor, who was satisfied 
with a paint job. 

The other side of the store is 
equipped with display panels of tools 
and shelf hardware, back of which 
the stock of goods displayed is car- 
ried on open shelving, mostly in origi- 
nal boxes. 

Everything that is stocked is 
sampled in plain sight of the buyer 
and because of an ingenious arrange- 
ment of panel, is never out of his 
sight. It is hard to find concealed 
goods in this store. The center of 





Receive Prompt and Courteous Attention. 


By John Finnegan, Who Sells Him 














the floor is given over to display 
tables of the new, approved type and 
here are displayed seasonal articles 
as well as the “Gulliver goods,” items 
that sell so well on open display. 
‘These displays are changed frequent- 
ly 


A firm believer in price tickets— 
all merchandise is plainly price 
marked. Even in window displays 
this pricing idea is followed, foster- 
ing the idea of fair prices and fear- 
less merchandising. 

Two large show windows, the dis- 
plays of which are changed weekly, 
give people a fine impression of what 
is inside. 

Much of Coyte’s success is due to 
his likeable personality—always an 
Asbury Park resident he knows 
everyone in town—makes it his busi- 
ness to know them—to most of them 
he’s Ed and they are Bill and Joe and 
Jim and Mrs. Bill, Mrs. Joe or Mrs. 
Jim. 


Cultivates the Mechanics 


Ed Coyte cultivates the carpenters, 
the plasterers, the machinists in his 
town and when a new tool is mak- 
ing a hit, you can bet a hat some of 
Ied’s mechanic friends are going to 
culvise Ed to stock it. 

Talking with mechanics, house- 
holders and fishermen (for Coyte 
sells tackle and is an ardent fisherman 
himself) gives him many a good buy- 
ing tip. Knowing his trade and their 
needs so intimately, he is a little surer 
on his buying, particularly on newer 
lines, than most buyers. He knows 
in an instant, whether or not the 
item offered will find a need in his 
community. 

Coyte’s co-workers reflect their 
boss’ desire to know people and call 
them by name and it’s a real pleas- 
ure to see a customer get “fixed up” 
in this store. 

Coyte’s is headquarters for gun- 
ners and fishermen for being both a 
hunter and fisherman as well as 4 
good hardware merchant, he talks 
their language and many a good fish 
story is told over his tackle display. 

Knowing that 85 per cent of all 
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General front view of Edmund L. Coyte’s store in Asbury Park, N. J. Windows are changed every week. 


buying is done by women, or in- 
fluenced by them—lady customers 
find a young lady behind Coyte’s 
counter—well versed in “household 
engineering” and capable of taking 
care of the ordinary hardware cus- 
tomer. 

Most of his buying is done from 
five or six sources because this means 


less time given salesmen and conse- | 
quently more time to meet customers | 


and sell them goods. “A good mer- 
chant,” says Coyte, “remembers three 
things—Turnover, Service and the 
right goods.” 

Coyte will stock anything he can 
sell—if it can be classified as hard- 
ware. Muriatic acid—stock brass— 
not every hardware man can say 
“ves” when these items are asked for. 
Coyte stocks them and sells them. 


Tools a Big Item 


Tools are a big item with him. His 
hoys know tools—Coyte himself in- 
structs them on the merits of the 
lines he buys and on the newer lines, 
the boys “listen in” on the salesman’s 
selling’ talk. 

Mechanics of the neighborhood 
know they can always get the ma- 
chine screw, nut or bolt they want 
at Coyte’s. Realizing the seriousness 
of being “out of stock” on an item, 
the store salesmen are cautioned to 
anticipate their needs and use the 
want book accordingly—not to wait 
until the box is empty, but to gage 
their wants far enough ahead to be 
able to replenish their stock before 
their stock is entirely depleted. 

Friendly, well written letters that 
reflect Coyte’s personality, for he 





goods displayed are visibly price marked 


puts his heart into them—pointing 
out advantages of dealing at his store, 
are written monthly and mimeo- 
graphed. 

An up-to-date mailing list is got 





EDMUND L. COYTE 











from the local tax sheets and is kept 
up-to-date by carefully watching the 
returned letters, and revised. 

Slow moving items are weeded out 
periodically and stock turn speeded 
up. 

Coyte noticed that plenty of his 
male customers when waiting to be 
served, asked each other for cigar- 
ettes, and now a small case of cigar-- 
ettes, cigars and tobacco is near 
his cash register. He makes it under- 
stood that this is merely for accom- 
modation. 

Children receive particular atten- 





Manufacturers display helps are used and 


Change is placed 
the amount of 


tion at this store. 
in envelopes, sealed 


change contained therein written on 
the envelope and youngsters are in 
| structed they may bring back any 
| goods that may not be exactly what 


| 
| 
| 


Mama or Papa wanted. 


Treats Children Properly 


Parents are fast finding out that 
their children are nicely treated and 
children are regular visitors here. 
Young minds are impressionable and 
remember the storekeepers of their 
childhood when grown up. “Those 
kids of today are my customers of 
tomorrow,” says Coyte, and, “I re- 
member lots of my good customers 
now comfng in my old store when 
they were in knee pants.” 

Telephone orders, too, are careful 
ly handled. Pad and pencil are al- 
ways handy. No time is lost in hunt- 
ing for these very tiecessary articles 
in the taking of an order. A com- 
petent person always answers the 
phone and his price book is always 
with him. 

There is no sign in Coyte’s “In- 
formation Bureau,” but they have 
one just the same—the boss himself— 
no matter what the question, Coyte 
generally knows and he’s kept pretty 
busy answering qustions. How shall 
I varnish this badly scratched table? 
Where can I get a grate for my 
range? What time does the next bus 
leave for Red Bank? 

“Your Hardware Man” Coyte calls 
himself and that just suits a growing 
number of Asbury Parkers—Coyte is 
their hardware man. 
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Why Polish Shovels? 


Opinions Are Divided This Week; Three Readers 
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Agree That Black Shovels Cost Less and Wear Longer 


Expensive But Not More 
Useful 


“It is refreshing, indeed, to see a 
gentleman of C. F. Sharrocks’ large 
experience contribute to your columns 
of your July 19 issue—and add a sub- 
stantial sentiment toward the abolish- 
ing of polished shovels. 

“Polished shovels add not one whit 
to any phase of usefulness. 

“Polished shovels do add very ma- 
terially to the expensive variety and 


size of a jobber’s and dealer’s stock. | 


“The polishing of shovels is ex- 
pensive and dirty work, and will 
only be done by the lowest class of 
troublesome labor. 

“Manufacturers, jobbers and deal- 
ers duly met in session and were 
practically agreed that polished shov- 
els should be eliminated. In fact, a 
resolution was so drafted. Aud yet 
what? One jobber told one manu- 
facturer that he had to have polished 
shovels, and as a result one of the 
most helpful and constructive inten- 
tions of the shovel industry in a dec- 
ade went over the dam of wasted ef- 
fort. ; 

“A few more ¢ontributions like Mr. 
Sharrocks’ and the good work will 
be accomplished.” 

(Signed) H. T. Potter, 
Vice-President, 
The Wyoming Shovel Works, 
Wyoming, Pa. 


All Should Be Polished 


“THE discussion whether shovels 
should be sold polished or unpolished 
is very interesting, but it comes from 
the wrong source. The user of the 
shove! is the one who can pass judg- 
ment on the matter. 

“By talking to the laborers who work 
with the shovel the whole day I found 
that it takes two days or longer before 
they can break-in an unpolished shovel 
so that material will not stick to it. 

“Now, how does the difference in 
cost between a polished and an unpol- 
ished shovel compare with the laborers’ 


But Two Hardware Men Are for the Polished Shovels 


Polished Shovels Are More | when the contractor is supplying the | 


| tools. ) 
point of conservation of energy of the 
users that all shovels should be pol- 
ished.” 
(Signed) H. P. Brown, 
2105—86th St., 
Brooklyn, N. Y. 


Does Not Add to Usefulness 
| 
| “IT is our opinion that polishing the 
blade of a shovel does not add to its 
value or usefulness, 

“The only value that we can see in 
polishing a shovel blade is that it adds 
to its appearance in the dealer’s store, 
but this is more than offset by the ad- 
vantages of not finishing them in this 
way. 

“It would simplify the dealer’s stock 
a great deal if only one finish would be- 
come generally used, as it would mean 
that many less numbers to be carried 
in stock. Larger stocks of fewer num- 
bers could be then carried and better 
service given to the customer in filling 
orders.” 





(Signed) J. J. Fire, 
The Davis, Hunt, Collister Co.., 
Cleveland, Ohio. 


Pride of Possession Enters, 
Says H. §. Hitchcock 


cord with Alfred Rosenberg of Rock- 
ville. ‘Pride of possession’ also enters 
into the matter. It is the most impor- 
tant point for the man who purchases 
it for his own use or even if a new 


| “It is my opinion from the stand- | 


“MY sentiments are exactly in ac- | 





shovel is handed to him by his boss 
should he be working for a contractor. | 

“The man working with a shovel 
all day is entitled to what he considers 
the best tool. A carpenter using a 
hammer all day is entitled to a gold | 


plated hammer set with diamonds if he | 
cares to purchase it.” 
(Signed) Henry S. Hitcucock, 
Secretary, 


Connecticut Hardware Assn, 





time at $9.00 per day? (Especially 





Woodbury, Conn. 


Black Shovels Would 
Simplify Stocks 


“WE believe that we are probably 
more familiar with this situation than 
the majority of supply houses. We 
stock 67 different items of shovels, 
spades and scoops and have seven pat- 
terns duplicated in black, of which we 
have in polished. Out of this total of 
67 there are only 25 D handle models 
—leaving 42 patterns of long handle 
shovels, 

“Out of these 25 D handle, 9 sizes 

are scoops, of which the manufacturer 
only makes one pattern—namely, semi- 
finish—which is neither black nor pol- 
| ished. 
“With this great variety of shovels 
| we, of all people, would be most pleased 
| to discontinue the great number of pat- 
| terns or sizes and stock them only in 
| black. 

“We note that you say, with the 
exception of a few special patterns, 
| such as molder’s shovels, that there is 

no need for polished shovels. This is, 
| in a measure, correct; but there are 
| many soil conditions which do make 

it necessary for polished shovels. 
| “Soil, which is heavy, sticky or of a 
|clayish nature, will stick to a shovel 
| that is black, and if used continuously 
when the shovel is new, the user must 
| stop many, many times and scrape the 





| soil or clay from the shovel until such 
| time as the wear will polish it. 


It is, 
practically, for this reason alone that 
a great many users will not use a black 
shovel. 

“If, on the other hand, you will stop 
and consider the enormous cost of 
using shovels outside of the original 
cost, you will also see that your con- 
tention of black shovels is a little out 
of order. 

“The cost of shovels to the consumer 
varies from $1 to a maximum or $2.50 
for a very high grade shovel. Com- 
paring this with the enormous amount 
of hours that even the cheapest shovel 
could be used by even the cheapest of 
labor, the cost or the life of a shovel is 
a mere trifle. 


(Signed) <A. P. Leeps, 


Purchasing Agent, 
Harper & Reynolds, 
Los Angeles, Cal. 
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loria Swanson 
Boosts Hardware Sales 


Nelson Hardware Co. of Hutchinson, Kan., ties up with movie 
“Sadie Thompson” in effective sales increasing window display. 


picture actress, Gloria Swanson, is sometimes 

spoken of, recently aided, though inadvertently 
and unknowingly, the sale of spring merchandise in the 
Nelson Hardware Co. of Hutchinson, Kan. 

Miss Swanson recently completed the picture “Sadie 
Thompson,” which was based on the popular play 
“Rain.” Following the release of the picture, the usual 
posters, photographs, lithographed cut-outs were dis- 
tributed throughout the country. One of the cut-outs 
reproduced “Sadie” sitting on the tropical beach with a 
soldier, holding a native umbrella. 

When Everett C. Percy, manager of the Nelson com- 
pany’s store, heard that “Sadie Thompson” was coming 
to Hutchinson, he realized that a tie-up could be made 
between the picture and lawn and garden supplies. To 
the reader this connection may seem vague, but to Mr. 
Percy it was clear and he started to work out his idea. 

He secured from the manager of the local theater 
the above mentioned lithographed cut-out. It was placed 
in a rear corner of his show window, which had been 


"GS tee = GLORIA,” as the famous motion 


previously arranged with a grass mat floor covering, one 
or two sprinklers, a lawn mower, watering can, some 
lengths of garden hose, etc. One length of hose was 
placed in the front corner of the window, and the nozzle 
end tied to the ceiling of the window. Fine white threads 
were lead from the nozzle to the umbrella in the cut- 
out and held there by small brads. The loose ends were 
left hanging in front. The effect was startling. There 
was “Sadie” with her sparkling teeth and flashing eyes, 
sitting in the Nelson window under the shelter of a 
dripping umbrella ! 

An explanatory sign in the window told where and 
when the picture would be shown. A small card in- 
vited the window shopper to “Make it RAIN with our 
Hose and Sprays” and completed the clever tie-up. 

In writing about the window Mr. Percy says, “It gave 
us a wonderful opportunity to display our garden hose 
and sprays. It was a good business getter—it increased 
our sales of this merchandise and attracted a lot of at- 
tention.” What more can a window do for you? 
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Amateur Mechanics Best Tool Buyers 


The So-Called Handy Man a Most Important Factor in Present-Day 

Tool Merchandising—Electrically Driven Tools Becoming More Popular 

—Guarantees Should Be Discreetly Handled — Comparison Between 
Quality and Price Tools Helps Sell the Better Grade 


ASILY, the most discussed hardware man in the 
country, Henry Brown, was made famous by the 
recent Boston Congress of the N. R. H. A. 

Mythical, but typical of the average retail hardware 
merchant, Henry was found to have many serious prob- 
lems, to which carefully studied solutions were applied. 
He had apparently one basic difficulty, common to all 
business today. Habits of buying, selling, using, mak- 
ing, building and living have greatly changed in two 
decades. Henry’s chief solution was his ability to 
adjust and adapt himself and his business to these 
changed conditions. This process is generally referred 
to as “following a trend,” and so we find modern trends 
effecting every department of the retail hardware busi- 
ness. 

This situation is particularly true of the hardware 
man’s tool trade. There have been very definite and 
easily understood trends to this part of his business. 
From time immemorial, tools have been the backbone of 
the retail hardware business and have been the one line 


perhaps where the hardware store has had undisputed, 


leadership. Therefore it is natural that we should study 
carefully the passing of the full kit of tools for the 
carpenter. He now helps assemble a custom made 
dwelling using only one or two tools instead of a kit 
of from ten to twenty items. In all mechanical lines 
this change has taken place, and with it has come a 
greatly reduced market for hand tools among profes- 


ey 


Jake Ahrmend believes in complete window displays. 
Jamaica, N. Y. 


sional mechanics. Coincident to the passing of much 
hand work requiring tools, has come a very high stan- 
dard of living for workmen. The reaction is quickly 
seen in almost excessive costs for having simple jobs 
done about the home. The handy man has come into 
his own to say. Retaining his strictly amateur stand- 
ing in the several crafts he has become reasonably efti- 
cient as carpenter, auto mechanic, home electrician, etc. 
He himself is doing these little jobs and buying tools 
with which to work. It has been quickly seen that this 
so called household tool market is far larger than the 
strictly professional field could ever be—so unlike most 
changes of this nature, the change in the hand tool 
market has awakened the hardware trade to a much bet- 
ter field for this backbone line. 

Amateur mechanics may not readily appreciate the 
true worth of first quality tools. Non-hardware stores 
have featured inferior qualities at very low prices. 
Manufacturers introduced some medium grade lines. 
The wise hardware man is taking away from cheap tools. 
any appeal which price alone offers. He is stocking and 
displaying a skeleton line of lower priced hand tools 
more for comparison than for selling and finds that the 
availability of price grade tools gives greater impetus 
to his trade in first quality lines. 

It has been definitely established that an opportunity 
to compare cheap and good tools invariably results in a 
sale for the latter, often a sale which might not have 


_ ew 


This array of tools recently appeared in the window of James & Hawkins new store at 
Note tool boxes, electric power tools, etc., all visibly price marked. To the left in the foreground you can see some manufacturers’ 


circulars telling the amateur mechanic how to make bird houses, shoe boxes. etc. 
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started were it not for the price appeal on the lower 
grade which started the customer thinking about buying 
a particular tool. 

The efficient open top display fixture has been a great 
help in this work. Often we find good tools well dis- 
played in wall compartments and lower priced similar 
items nearby shown on open top tables, visibly priced 
The customer picks up a hammer at 49 cents and becomes 
interested in a purchase. He asks the salesman if it is 
a good hammer. The salesman, if he runs true to type. 
will find out the hammer requirements of the prospect. 
with the intention of having the customer compare the 
49 cent model with a first grade hammer at $1.50 or 
thereabouts. It may be that the 49 cent model will fill 
the bill, in which case such a sale is made. Usually, 
however the difference in balance, the feel and the 
obvious difference in material and workmanship will 
influence the sale toward the $1.50 point. This is par- 
ticularly true if the buyer has fairly exacting require- 
ments for tools. 


Handy Man Good Prospect 


This handy man who is our present day best prospect 
for tools, will eventually want a full kit of the best 
grades. His ambition to add regularly to his outfit will 
be akin to the golf enthusiast who continually buys new 
clubs. Even though he may start with the lower priced 
line he is a good prospect for good tools and should be 
cultivated with that thought in mind. Should he insist 
on the cheap lines, or express surprise that you have also 
the lower price, be sure to impress him with the facts 
that you can easily equip his tool needs cheaply, but 
believe it to his best interests to make his tool buying 
an investment for long and efficient service. 

At that, the professional mechanic is by no means out 


Weavers Hardware Store at Easton, Pa., features all kinds of hand tools 

regularly in the windows. This is one way of utilizing all available 

lay space in a narrow window. All goods are price marked. The 

display embraces a good assortment of items with a satisfactory range 

in price. The large items are carefully paneled for a background and 

on the base of the window are such items as screw driver assortments, 
planes, wrenches, etc. Glass shelf holds razor blades 


of the picture, but his needs are different. You will find 
him vitally interested in power tools, for drilling, ham- 
mering, reaming, buffing, grinding, polishing, etc. Such 
electrically driven equipment may be furnished piece- 
meal or in convenient sets, suitable for portable or bench 
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use. The sale of power equipment quickly runs into a 
nice volume and so the mechanic is not lost but is likely 
to be a bigger buyer from a dollar and cents angle. 

The householder and professional mechanic may be 
interested by frequent window displays featuring hand 
and power tools, tool boxes, tool kits, etc. These dis- 
plays should include price cards and as much as possible 





Palace Hardware Store at Erie, Pa., has always enjoyed a good repu- 

tation for window displays that sell merchandise. The store is recog- 

nized in its territory as a logical place to obtain tools. Window Trimmer 

A. Scala has done a good job with this window and has used several 

manufacturers’ display helps which are equally as efficient when used 

inside on a sales counter or display table. This window also has a good 
assortment of tools well arranged 


The should suggest “a 
price,” “‘an_ efficient 
“drills with keen and fast 


value creating cards. latter 
serviceable hammer at 
hand drill at price,” 
cutting edges at per set” and so on down the 
line. Circulars in packages and with bills and other 
mailing pieces will help. An occasional tool demonstra- 
tion with the cooperation of manufacturers salesmen 
will be found a very profitable sales builder. When 
practical, an address before labor unions can help direct 
tool trade to your store. 


Di-cretion With Guarantees 


A very important phase of tool selling is discretion 
about guarantees. Too often the customer has been 
told in a broad way “This tool is absolutely guaranteed,” 
the emphasis being placed on the “guaranteed” and no 
further qualifications offered. For several months 
HarpWARE AGE has been printing letters from readers 
on the subject of tool guarantees. A good majority 
favor restricting guarantees to materials and workman- 
ship and many boldly favor the entire elimination of 
guarantees. 

Cur good friend James J. Mckvoy of J. C. Roger- 
son & Co., Hudson, N. Y., has taken a definite and a 
very intelligent stand on this subject. He says: 

“We have mounted on a cardboard, in our Tool De- 
partment, a page that originally appeared in HARDWARE 
Ace, April 9, 1925. In our estimation, this small card 
sums up the entire question of ‘guarantee’, and should 
appear in the Tool Section of every hardware store. 

“With such a policy, made clear to the customer, 
and rigidly enforced by the dealer, I believe that all our 
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troubles from this source would be greatly diminished.” 

3elieving this idea of Mr. McEvoy’s will appeal to 
many other hardware dealers, we again print this same 
page on guarantees. This was written three years ago 
by the sales manager of a Mid-West hardware jobber, 
who became interested in the abuses of the guarantee 
on tools and cutlery. 

At the time this suggested card was printed this sales 
executive urged all retail hardware merchants to use a 
copy of his “What Is a Guarantee?” in the tool depart- 
ment and anywhere else in the store where it might be 


According to the majority of letters on this subject 


received by HARDWARE AGE, most tools presented for 
replacement have been badly abused. Light tools were 


used for heavy work, axes were used as wedges and 
sledge hammered until ruined, edge tools were care- 
lessly driven into stone or other hard foreign substances, 
and to sum it up these tools were used for purposes other 
than those for which they were made. It is unfair jor 
the consumer to expect the dealer to make an exchange 
in such a situation and to do so without question or hesi- 
tancy in the name of good will building looks like an 


readily seen. extravagant practice. 








What Is a Guarantee? 


HEN we guarantee tools and cutlery of any kind, we mean that they are prop- 
erly tempered, and if fairly treated will perfectly serve the intended purpose. 


Any steel that is hard enough to cut is hard enough to break under unusual 
strain. 


This does not indicate a defect. 
If there is a law in the steel, the nature of the break will show it. 
If the steel is soft through being improperly tempered, the edge will turn. 


Defects of this kind occasionally occur, and our guarantee gives you full pro- 
tection. 


A guarantee does not warrant against abuse. Any properly tempered steel will 
break under certain conditions. 


Grinding an edged tool on a dry emery wheel or stone will draw the temper. 
Using a high grade axe as a wedge will ruin it. 

Any knife blade that will cut will break if used as a pry. 

Abuse and mistreatment of this kind is not covered by a guarantee. 

The Abuser must be the Loser. 


Our guarantee insures you that our tools and cutlery are properly made from 
the best material obtainable, and will give satisfaction for the purpose intended if 
treated with respect. 


sé 7 
It does not cover abuse or misuse. 





The above suggested card entitled “What Is a Guarantee?” was originally published in HARDWARE AGE issue of April 9, 1925. It 
fits the situation so well that we have followed Mr. McEvoy’s suggestion and reprint it here for your consideration. It was written 
by the sales manager of a large mid-western hardware jobbing house. 
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Uncertain Contract Is No Contract 


By Albert Woodruff Gray 


NE of the most famous lawyers of twenty years 

ago once said there never had been a contract 

drawn through which he could not drive a team 
of horses. In the sense these particular words were used 
the remark is true. Except in 


uncertainty of the agreement is so general that the con- 
tract really expresses nothing other than the most 

vague of understandings. 
A contract, if it is thoughtfully considered, will read- 
ily be seen to consist of an of- 





avery few instances, where the 
courts will order a man to do 
as he has agreed to do in his 
contract, as in a contract for 
the conveyance of real estate, 
one man can recover upon the 
refusal of the other to perform 
his part of the contract, not 
the amount agreed to be paid 
but only the amount he has 
been damaged, unless possibly 
the obligations of the agree- 
ment are fully performed on 
one side. 

If a man buys certain goods 
from a merchant, when the 
goods are delivered the cus- 
tomer, of course, owes the 
money and must pay it accord- 
ing to the terms of credit 
agreed upon. ‘The situation 
of the merchant is entirely 
different, if the customer has 
agreed to take the goods, 
which are purchased by the 
merchant solely to fill that par- 
ticular order and, before the 
goods are delivered, the cus- 
tomer countermands his order. 

Business competition is 
keen. The merchant has a 
very natural and commenda- 
ble desire to secure that par- 
ticular business but, since these 
goods are not in stock and are special goods he cannot 
be certain of their cost upon delivery to him and conse- 
quently can make no definite agreement as to the price 
to the customer other than the generous statement that 
he will “make the price right.” 

When the goods are finally received by the merchant, 
the customer, for some reason or for a mere whim, has 
refused to accept them. The merchant is without a 
remedy, with merchandise on his hands for which he will 
have probably but small chance of finding a market. 

Perchance the situation is reversed. There is a short- 
age of some particular commodity such as coal. A local 
dealer has finally secured a few carloads and in an effort 
to be fair to all his customers he makes an agreement to 
sell them an indefinite amount of the coal such as 
“some,” a “portion” or a “part,”’ at an agreed and defi- 
nite price. The merchant does not know how much he 
can allow to each customer, but each customer feels se- 
cure in the thought that, to some extent at least, he will 
be*supplied. 

Such a contract is worthless. 


HARDWARE AGE, 
questions which present 
transaction. 
and is familiar 


The indefiniteness or 


ALBERT WOODRUFF GRAY 
Well known New York lawyer, who is writing, exclusively for 
a series of articles dealing with 
themselves 
Mr. Gray is a product of the small community 
with the difficulties encountered by the 
retail merchant in coping with legal questions such as he 
will discuss in this series 


fer by one of the parties and 
an acceptance of that offer by 
the other party. Unfortu- 
nately it is not always possi- 
ble to clearly understand the 
meaning of another person. 
In the majority of cases this 
confusion is caused innocently, 
as well as unintentionally, but 
the failure to clearly and defi- 
nitely express the meaning of 
a contract or offer is a prolific 
source of misunderstandings, 
with the inevitably resulting 
lawsuits and expenses. 

Occasionally the uncertainty 
is the result of an unfair ef- 
fort at concealment. ‘That is, 
however, exceptional. A 
promissory note made payable 
“when convenient” is useless 
legally. It is not payable until 
the man who signed the note 
is willing to pay it. A man 
who contracts to pay a price 
that should be later agreed 
upon, really agrees to nothing 
A contract that fails to express 
a clear, definite offer, is not a 
legally binding contract, for 
the simple reason that an offer 
which is not completely ex- 
pressed cannot possibly have 
been accepted. 

The man who said he would leave the price until later. 
when it could be determined satisfactorily to both par- 
ties, meant substantially that the price would be the 
market price and that he would charge the other party 
to the contract that amount. The man who accepted a 
promissory note payable “when convenient” intended 
that the note might be renewed if the maker wished. 
When suit was finally brought to collect this particular 
note the defense was simply that it was not convenient 
at that time to meet the note, with the unavoidable result 
that the man who loaned the money and held the note 
was told by the court that, having agreed to do so, it 
was necessary for him to wait the convenience of the 
horrewer for his money. 

An agreement that has been reduced to writing, clearly 
and in detail, is far more convincing proof of the agree- 
ment between the parties than what either one might 
think or remember of a conversation at which an oral 
agreement was made. The written contract, however, 
will avoid the curse of uncertainty no further than do 

(Continued on page 102) 





I legal 
in every day business 





HARDWARE AGE for AUGUST 2, 1928 


Everybody’s Business 


By FLOYD W. PARSONS 


Neither Heaven Nor Hell 


T is only natural that we prefer to | 
| tionalisms 


turn our faces toward romance 

and our backs on the annoying 
evils that hound our every step. But 
the 
place realities of life cannot be 
ignored. Practicalities must rank 
above theories. The fellow who wins 
today is the one who searches out the 
truth and rids himself of fallacy. 
Therefore, let me stir the reader’s 
thought by setting forth a number of 
pertinent facts and asking a few ques- 
tions that beg for an answer. 

Kirst let us remember that 
man beings, nature has made no ex- 
ception in our case to most of the 
principles that control living things. 
We hand down from generation to 
generation the characteristics of our 
ancestors just as do the trees of the 
woods. The forester knows that like 
produces like even to shapes and 
sizes. Rapid-growing trees produce 
fast growers. Trees that are tall, 
short or shaggy always produce the 
same type. Those with crooked 
trunks have a definite tendency to 
produce offspring with crooked 
trunks. 

So it is with us. Our character- 
istics have varied but little from those 
of our forefathers. The revolution- 
ary changes which have taken place 
in our practices, machines and envi- 
ronment have not been accompanied 
by equally radical changes in man 
himself. Nature, human or other- 
wise, appears to proceed undisturbed 
along the same old road. 

Right now throughout Europe the 
desire for peace is great. The lead- 
ing statesmen of that Continent today 
would find it difficult to lead their 
peoples into war. But how long will 
this condition last? War is always 
unpopular for several years 
ach great conflict. But eventually 
people forget and the old problems 
crop up again. Boundary disputes 
become acute and so many alliances 
are formed for protective purposes 
that a random shot is sufficient to set 
the war-pot boiling once more. 

A glance at Europe shows that dis- 
armament is making no more prog- 
ress than it did prior to 1914. Europe 
is again being tied in a knot by in- 


as hu- 


fact remains that the common- | 


after | 





numerable treaties. Discordant na- 
have already set forth 
purposes that cannot be attained ex- 
cept by war. Trance enters into a 


treaty guaranteeing the integrity of | 
Italy | 


two small countries, and 
promptly retaliates by forming a de- 
fensive alliance. The League of Na- 
tions is regarded by the latter as an 
instrument of the French—not as a 


seat of justice. The sense of inse- 
curity grows. Such was the situa- 
tion yesterday—so it is today. 

We talk about being finished with 
the evils that have ‘cursed us. We 
have broken the force of the busi- 
ness cycle, say many. How idle is 
such talk when even a cursory inves- 
tigation will disclose that trade 
slumps are brought on by numerous 
factors not of business origin. Oft- 
entimes the causes are international 
in character. Frequently depressions 


have been brought on by adverse | 


weather conditions, the uncertainty 
of business men’s forecasts, emo- 
tional waves, unexpected innovations, 
saving and investing, widespread 
overproduction, banking operations, 
the flow of money income and profit- 
making. How nonsensical it is to 
assume that we can completely do 
away with periodic sinking spells in 
industry. 

We boast about our handling of 
money, closing our eyes to the truth 
that this country, as well as the rest 


of the world, continues to stagger | 


| along 





without any stable unit of 
measurement for the currency we 
employ. As a standard of value, the 
American dollar is nothing more 
than a dismal joke. There never has 
been a safe bond in the United States 
and never will be until we have a safe 
dollar. People who put their trust 
in our best bonds 25 years ago now 
find that there has been an impair- 


World 
vs. the Old 


(c) Publisher’s Photo 
Service. 


ment of their principal of from 40 to 
80 per cent. 

How ridiculous it is for a corpor- 
ation to issue a bond that it guaran- 
tees to redeem for $1000 at some 
future date when no one has the 
slightest idea what the value of the 
dollar will be in purchasing power 
when the designated day arrives. 
Fifty thousand dollars invested in ° 
per cent bonds in 1900 yields the in- 


| vestor the same $2,500 today that 1 


3ut to live on this income 


did then. 
(Continued on page 98) 

















Washington News Letter 


Rural Mail Box Regulations Revised—The Practical Application 
of Business Statistical Information—Report of Recent Federal 


(Washington Bureau of HARDWARE AGE) 


Manufacturers of rural mail boxes 
have been notified by Fourth Assist- 
ant Postmaster General H. H. Bil- 
lany, that after July 1, 1929, rural 
box No. 1 will be abandoned and 
that the larger size, No.- 2, will be re- 
quired. It has been found that the 
smaller box was not adequate to meet 
requirements of the rural mail ser- 
vice. Notice was sent out at this 
time in order to give makers advance 
advice so that they can dispose of 
stocks of box No. 1. The latter box, 
however, where installed may be con- 
tinued in service, but when it has 
been worn out must give place to the 
larger size, 


The practical application of cur- 
rent statistical information by Amer- 
ican business men has been one of 
the outstanding factors in the gener- 
ally sustained prosperity during the 
past five years, according to Morti- 
mer B. Lane of the Bureau of 
Census, in a study of the use of cur- 
rent business statistics just issued 
by the Department of Commerce. 
Periods of similar commercial and 
industrial activity, it is pointed out, 
have as a rule been characterized by 
more or less violent fluctuations. 
Nearly 300 specific instances of the 
use of statistics in business have been 
collected by Mr. Lane who presents 
suggestions as to how these figures 
may be used to the best advantage. 
The small business man, he states, 
has been particularly benefited 
through the use of current statistics, 
information he could not hope to ob- 
tain without collective action. 

The rise of statistics from small 
beginnings to a position of such com- 
manding importance, it is pointed out, 
has been a definite response to the 
srowing needs of business. The 
business executive of today can not 
have either in his mind or in the 
Possession of his own concern all the 


Trade Commission Meeting 


By L. W. Moffett 





facts necessary for intelligent busi- 
ness judgment. He must not only | 








know how his firm is doing but must 
compare his branch of industry with 
industry as a whole and must know 
the buying conditions of his custom- 
ers as well as the condition of his 
material markets. This data he can- 
not get within his own organization 
for it can be gathered only by 
agencies representing or collecting 
figures for an entire industry. 

The result of this need of the busi- 
ness world has been the growth of 
statistical services by government de- 
partments, trade associations, periodi- 
cals and the individual business con- 
cerns. The data thus collected are 
brought together by the Bureau of 
the Census and presented weekly and 
monthly in the Department of Com- 
merce’s publication “Survey of Cur- 
rent Business.” Through the medi- 
um of this survey the public now has 
the benefit of no less than 1700 sepa- 
rate indicators of business trends. 

Almost all important business or- 
ganizations now make use of the sta- 
tistical information for the guidance 
of their respective activities, includ- 
ing such important industries as the 
textile, machinery, oil, leather, auto- 
mobile, chemical, lumber, food prod- 
ucts, advertising and insurance. The 
hardware trade also has been espe- 
cially active in this direction through 
its trade associations and other 
sources. The meaning of the various 
statistical terms is explained, with ex- 
amples of their interpretation, taken 
from the experience of business 
firms. 

Copies of “How to Use Current 
Business Statistics” may be obtained 
for 15 cents from the superintendent 
of documents, Government Printing 
Office, Washington. 


The Federal Trade Commission 
has just issued its report on the trade 
practice conference held on May 22 
at St. Louis concerning rules of con- 
duct in the hickory striking tool in- 
dustry. The report of the meeting, 





together with resolutions adopted, 
was printed in Harpware AGE of | 
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June 14, page 67. The rules pre- 
scribed at the conference, in effect. 
provide that hickory handles for 
picks, axes and other striking tools 
should be so plainly and indelibly 
marked that there will be no question 
as to their grade, weight or strength 
and consequently no danger to human 
life through use of the wrong or un- 
fit handles for tools. 

The Commission has approved 
nine rules designated in group one, 
while two rules included in group 
two were neither approved nor dis- 
approved, but were accepted as ex- 
pressions of the trade. Rules in the 
first group have to do with the proper 
grading and marking of handles for 
striking tools both by manufacturers 
and distributors largely in accordance 
with specifications based on recom- 
mendations of the United States 
Bureau of Standards as Simplified 
Practice recommendation No. 77. 
Failure to properly mark the handles 
is declared an unfair practice. Use 
of marks other than those propose: 
in the simplified practice recommen- 
dations is declared unfair. It is also 
provided that these rules shall apply 
to all finislHed hickory striking tool 
handles shipped by manufacturers on 
and after Aug. 1, 1928, and shall ap- 
ply to all finished striking tool 
handles received on and after Aug. 
15, 1928, by distribitors of such 
handles and by manufacturers of 
tools using such handles. Other 
resolutions in the first group con- 
cern false invoicing, concealment of 
identification symbols and misleading 
advertising and are to become ef- 
fective immediately. Second group 
rules apply to grading “liners” or 
handles in which there may be a dif- 
ference of opinion as to strength and 
quality and to quotations of prices 
based on the simplified practice 
recommendation. One resolution re- 
garding allowances on freight and a 
preamble to resolution six with 
reference to invoices, were introduced 
at the conference but not adopted, 
the manufacturing group having been 
outvoted. 
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Hamp Williams Addresses Merchants of Inland Empire | '@s¢ your stock until you can pay for it 


At Seattle 


Hamp Williams, of Hot Springs, Ark., | 


who is a past N.R.H.A. president and one 
of the country’s best known hardware 
men, was the principal speaker at the 
eighth annual merchants’ convention held 
during the week of July 16 in Spokane, 


Wash. He twice addressed audiences of 
more than 700 visiting merchants and 
scored a deep impression with each mes- 
sage. 


The convention was the most successful 
ever held since its inception and in secur- 


ing Mr. Williams, the committee in charge | 


of arrangements played their high ace. 

At the session on July 18, Hamp Wil- 
liams spoke on “The New Competition 
and How To Meet It.” He had delivered 
a similar talk before many hardware State 
conventions during the winter months but 
the dominant thoughts could be applied to 
all types of retail stores. 

He warned against the practice of 
carrying stock in excess of capitalization. 
“There was a time when you could buy 
goods on long-time credit but today, with 
smaller profits and more rapid turnover 
necessary you cannot do it. Today. you 
have got to put the money right down on 
the barrel head and the merchant who 


Disston Introduces New Line of Light Weight Hand Saws 


Convention 


capital is headed for ruin.” 


business. Not because of percentage 





HAMP WILLIAMS 


added time of officials and 


handling accounts. 


expense 


money into something that will sell,” 
said. 
but concentrate 





on a few and don't 


Designed to Meet Present Day Saw Requirements 


Henry Disston & Sons, Ince., 
Philadelphia, Pa., has introduced an 
entirely new line of hand saws de- 
signed to meet current requirements 
in hand sawing practices. The 
blades are lighter, narrower, thin- | 
ner, highly polished and are said to | 
cut faster and easier due to the Diss- 
ton true-taper grinding process. 
Handles of improved design with a 
new weatherproof finish, have larger 
hand holes to provide a more com- 
fortable grip. The user can choose 
the blade he likes with the style of 
handle he prefers. 

Each saw has a covered top handle 
adding beauty and strength, in which 
the blade has triple anchorage. As 
a new service to the hardware trade, 
an attractive tag in colors is at- | 





tached to the handle of each saw. 
It gives the number, length, point 
and style, with space for retail 
price. With this tag it is not neces- 
sary to take the saw from the dis- 
play to tell if it is a cross-cut, rip, 
etc. 

These new saws come in strong 
boxes, sealed with tape. Labels on 
the end and side of box show quan- 
tity, grade, size, point, kind, etc. 

There is a new beauty in these 
saws, not only in finish, but in de- 
sign and workmanship. They have 
perfect balance and have been de- 
signed for easy, fast cutting. Three 
models are packed two to a box; 
the others, four to the box. 





Six lightweight hand saws featured in 
the new Disston line are shown in the 
cut. This line was released for distribu- 
tion on Aug. 1 and in the opinion of the 
company’s experts represents a most im- 
portant development in the history of 
Disston saws. 





puts in a $25,000 stock with only $5,000 


He pointed out that it was seven times 
as costly to do a credit business as a cash 


of 


loss from bad credits, but because of the 


of 


“If you have got any slow-moving stock, 
get rid of it at a sacrifice and get your 


he 


“Don’t try to handle too many lines, 
in- 


| running 


| 
| 


| 


Group buying is dangerous, he declared, 
because it tends to stamp out individual- 
ism. “Every man has different ideas about 
his store and the independent 
dealer who thinks for himself will find 
himself in trouble if he takes up group 
buying, I believe. 

“Price isn’t everything and whien this 
country gets to the point where price 
rules and there is no premium on quality 
and service I do not want to live here 
3ecause the chain store is selling things 
cheap, do not try to make a cheap store 
out of yours.” 

Mr. Williams enlivened his 
droll stories. 


talk with 


New Legacy Pattern Announced 
by International Silver Co. 


The modern-day trend has been brought 
into the silverware and housewares field 
with the announcement by the Interna- 
tional Silver Co., Meriden, Conn., of its 
new Legacy pattern in 1847 Rogers Bros 
flatware and holloware. 

The Legacy pattern is an authentic mod 
ern-day design and it has been brought be- 
fore the trade through the pages of a par- 
ticularly attractive portfolio recently is 
sued by the company. The portfolio has 


| heen also created along modern lines and 





is a unique piece of printed matter. It is 
abreast of the times and presents the 
thought underlying the Legacy design in 
an interesting manner. The portfolio is 
richly and profusely illustrated in color. 





Santo Domingo Representatives 


A. P. Alvarez and L. Dominguez have 
become partners and will conduct a man- 
ufacturers’ representatives business in 
Santo Domingo, R. D., under the name 
of Alvarez & Dominguez. 





Grease Cups Are Reduced 


American Stamping Co., Battle Creek, 
Mich., announces a reduction on American 
Compression grease cups. 





Rite-Hite Tees Reduced 


The General Timber & Lumber Co., 
7102 Woodland Avenue, Cleveland, Ohio, 
announces a reduction on its Rite-Hite 
Tees for golfers. The reduction was el- 
fective Aug. 1. 


Eugene R. Gill Buys 
Huntsville Retail Business 


Eugene R. Gill, president of the Me- 
Anelly Hardware Co., Huntsville, Ala., 
has purchased the building, stock and fix- 
tures of the second oldest firm in Hunts- 
ville, Murray’s jewelry, book and station 
ery store. The stock will be sold out and 
the McAnelly firm will occupy the stor¢, 
after extensive alterations have been mate. 

The McAnelly Hardware Co. was 0 
ganized in 1873 and has been conducted 
continuously in the same location. It ' 
planned to enlarge the wholesale depart: 
ment of the firm. 
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E. C. Atkins & Co. Appoints | 
K. W. Atkins Memphis Sales Mgr. 


N. A. Gladding, first vice-president and 
director of sales of E. C. Atkins & Co., 
manufacturers of saws of all kinds, etc., 
at Indianapolis, Ind., has announced the 
appointment of K. W. Atkins, junior vice- 
president of the company, to the sales | 


| 





K. W. (“PAT”) ATKINS 











managership of their large branch at 
Memphis, Tenn., filling the place made 
vacant by the death of the late B. M. 
Gladding, who passed away on July 5. 

At Memphis, where E. C. Atkins & Co. 
established their branch over 42 years ago, 
they employ a large force of salesmen 
who call on the saw and planing mills, 
also the manufacturing and hardware 
trade, carrying a full line of saws and 
mill equipment, maintaining a well 
equipped saw shop for new saws and re- 
pairs, regarded as the finest and largest 
in the South, all of which will be super- 
vised by Mr. Atkins, who has had a long 
course of training in the sale of these 
products. 

In his youth K. W. Atkins attended the 
Taft Preparatory School, and in 1918 be- 
fore he was 18 years of age, he enlisted 
in the A. E. F., went to France where he 
remained until the close of the war. After 
the war ended he resumed his studies at 
the Sheffield Scientific School (Yale Uni- 
versity), Class of ’23. After leaving the 
University, he joined the sales depart- 
ment of the Atkins company at Indian- 
apolis as city salesman. Later he became 
field manager of the crosscut saw depart- 
ment, and later his duties were combined 
when he was placed at the head of the 
mill saw department. 

Mr. Atkins has traveled extensively for 
the company all over the United States, 
and has been in close contact with Atkins 
sales representatives and customers. He is 
well posted on sales and business condi- 
tions generally. 

He is a Mason, a member of the Co- 
lumbia University and Country Clubs of 
Indianapolis, and a member of the Indi- 
ana Lumberman’s Golf Association. 

In 1927 Mr. Atkins was appointed to the 
executive committee of the American Ma- 
chinery Manufacturers Association, and 
was reelected in 1928. He is secretary- 





| been 
| Inc., Kearney, N. J. 
| opened on April 30, 1928, and closed on 


treasurer of the Appalachian Supply 
Association of Cincinnati, which is afhli- 


ated with the Appalachian Hardwood As- | 


sociation. 

The man friends of “Pat,” as K. W. 
Atkins is known among his intimates, wish 
him much success in his new work. 


Winners Announced for 

Congoleum Display Contest 
Winners of the Congoleum Gold Seal 
Window Display Contest have recently 
announced by Congoleum-Nairn, 
This contest was 


June 2. 


In order to give all an equal 


chance, the contestants were divided into | 


three divisions—i. e., merchants in towns 
under 10,000 population, merchants in 
towns of 10,000 to 50,000 population, and 
those in towns of more than 50,000 popu- 
lation. 

In the first group, the Quinn Furniture 
Co., Elizabeth, N. C., won the first prize, 
a Ford sedan; Klimes Furniture Co., in 


Ontario, was second and was awarded a | 


Ford coupe. Other winners in this group 
were The Phelps-Dodge Mercantile Co., 


Dawson, N, M.; the Midwest Hardware 
Co., Lusk, Wyo., and the Sugar City Fur- | 


niture & Hardware Co., Sugar City, Ia. 


The Royal Furniture Shoppe, Inc., of | 


Bloomfield, N. J., won first prize in the 
group from 10,000 to 50,000 population. 


A. Harris & Co. of Dallas, Tex., won first | 


prize in the third group—towns of more 
than 50,000 population. A Ford sedan 


Dry Goods Co., Canton, Ohio, was second 
in this group and was awarded a Ford 
coupe. 

The contest was based on window dis- 
plays featuring Congoleum “Gold Seal 
Hanger” and the “Gold Seal 
and the floor coverings shown had to be 
Gold Seal merchandise exclusively. Deal- 
ers who entered this contest had to have 
Gold Seal Congoleum in stock or on order 


prior to April 2. The judges who selected | 
the winning photographs were Lee Max- | 


well, president of the Crowell Publishing | ; Re 
| In filling these positions Mr. Heath not 


Co.; Lawrence Abbott, contributing editor 
of The Outlook, and Winnifred 
well-known interior decorator. 


for Sidway-Topliff Co. 


Clyde R. O’Grady, who for 
years has been toy buyer of the May Co., 


several 


Cleveland, Ohio, is now the Chicago office | © ; 
| future business. 


manager for Sidway-Topliff Co. of Wash- 
ington, Pa. 


Two New Van Deusen Catalogs | 


Two new catalogs have been issued re- 
cently by the H. M. Van Deusen Whip 
Co. of Westfield, Mass. One describes the 
line of lawn and porch swings, midget 
swings, folding chairs and cots which the 
company manufactures. The other 


1928 


Placard,” | 


Fales, | 


| Co. to put big men in key positions. 


illus- | 
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Remington Puts a Vice-Pres. 
on the Pacific Coast 


| The Remington Arms Co., New York 
| City, has placed one of its most experi- 
| enced vice-presidents in charge of the terri- 
| tory from Denver to the Pacific Coast. 
| About Aug. 1, J. G. Heath will assume 
control of the San Francisco office. There 





J. G. HEATH 











will be no change in the present force 
of sales managers or district salesmen. 
Mr. Heath started with the Remington 


Arms Co. as a boy. He has traveled in 


| many parts of the United States for Rem- 
was also awarded to this company. Stark | ington and has sold every product made 
| by the company. 
| position of manager of the San Francisco 


In 1910 he rose to the 


office. By constant hard work Mr. Heath 


| built up this territory until it is today 


one of the company’s richest fields. 
In 1925, when Remington was looking 
for a man for important organization work 
in connection with its new subsidiary, the 
Remington Cash Register Company, Mr. 
Heath was selected for this difficult job. 
That he filled it successfully is indicated 
by the fact that a year later he was made 
general sales manager for all products. 


only contributed to the recent growth of 
the company, but he gained much experi- 


| ence that will be of value to him and to 


Clyde R. O’Grady, Chicago Mgr. | 


Remington’s customers ‘on the West Coast. 
It is the policy of the Remington Arms 
The 


company believes that on account of the 


| rapid development of the Western States, 


there are great possibilities for expanding 
Also, because of its dis- 
| tance from the home office, it was felt 
that a major executive should be located 
in that territory. 

Mr. Heath needs no introduction to the 
Western trade. In returning to San Fran 
| cisco he feels that he is going back home 
and he will scon be busy renewing old 
acquaintances. 


H. Stewart Has New Territory 


trates and describes the Duplex line of | 


folding products, including folding water 
pails, wash basins, minnow buckets, fish- 
ing creels, handy baskets, camp stools, 
junior swings, etc. Teed and coal bags 
are also shown. 


Hamp Stewart, who has been traveling 
the Mississippi territory for the Loeb 


| Hardware Co. of Montgomery, Ala., has 
| been transferred to territory adjacent to 
| Opelika, Ala., and Columbus, Ga. 
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Keith, Simmons Co. Sells Real 
Estate to W. O. Parmer 


Keith, Simmons Co., Inc., who conduct 
separately a wholesale and retail hardware 
business in Nashville, Tenn., recently sold 
a piece of real estate located on Union 
Strect, Nashville, to W. O. Parmer, who 
has no connection with the Keith, Sim- 
mons Co. This announcement is made to 
prevent any misunderstanding of the 
transaction, 





Japanese Merchant’s Son to Visit 
United States Soon 


An interesting letter has been received 
from K. Sakai & Co., importers, exporters 
and manufacturers’ agents in Osaka, 
Japan. It states that Bunichiro Sakai, the 
eldest son of K. Sakai, is on his way to 
this country to visit the offices and plants 
of leading manufacturing organizations. 

Mr. Sakai is a member of the Brazil In- 
specting party of the Keio University, 
where he is a student. The chief object 
of his trip is to inspect the industrial and 
commercial conditions in Brazil. Mr. 
Sakai will arrive in New York City within 
the next few weeks. 





Hoover Salesmen Convene for 
8th International Meeting 


The Eighth International Hoover Con- 
vention opened at North Canton, Ohio, on 
July 10 and closed on July 21. It was 
held in two sections; the first week for 


salesmen, with an approximate attendance | 
of 340, and the second week for managers | 


and supervisors, with approximately 450 
delegates. The Field Service Department, 
with 40 present, was in conference at the 
same time. 

Hoover Camp, where conventions are 
held, is located two miles from the fac- 
tory. All the facilities of the modern ho- 
tel are provided, such as postal, tele- 
graphic and telephone service, tailor, laun- 
dry and barber shop, railroad ticket office, 
showers, outdoor swimming pool, baseball 
diamonds, volley ball and deck tennis 
courts, putting greens, etc. It is a tented 
city having several permanent buildings, 
including the dining hall and auditorium, 
each seating over 500, both of which are 


built of cedar logs cn the order of the | 


lodges in the National Parks. 

Business sessions were held three times 
daily, the programs revolving around 
sales, advertising and engineering sub- 
jects. 

Special features of the Salesmen’s week 
were the awarding of the Maximan med- 
als to 106 leading salesmen of this country 
and Canada and to 4 Maximen from the 
European salesforce, a Treasure Hunt 
and the Demonstration Championships, in 
which the champion demonstrators of each 
of the 15 branches in the United States 
competed for the regional titles. C. J. 
Flynn, of New York City, winner of the 
Eastern title, and K. S. Brown, of San 
Francisco, Cal., the Western title winner, 
will be taken on trips through their re- 
spective sections to give their demonstra- 
tions before groups of Hoover dealers and 
salesmen. This is a prcatice instituted 


several years ago and has proven a great 
help in perfecting Hoover demonstrations 
by the salesforce at large. 

Two outside speakers were on the pro- 
gram, Earl Whitehorne, of the McGraw- 
Hill Publishing Co., New York, speaking 
on “The Electrical Market,” on Tuesday, 
July 17, and Dr. Nathanael Wells, of Dal- 
las, Tex., speaking on “The Man at the 
Helm,” on Thursday, July 19. 

The Hoover Band played on three occa- 
sions, and the Hoover Orchestra furnished 
music at every session and at meal times. 
The regular Thursday evening broadcast 
of the Hoover Sentinels was received. 
“The Daily Agitator,” an eight-page pa- 
per recording convention activities, was 
published each day. 





David Lupton’s Sons Co. Erecting 
Large Chicago Plant 


The construction work is rapidly being 
completed on the first unit of the new 
Chicago, Ill, plant for David Lupton’s 
Sons Co., hardware store equipment man- 
ufacturer, whose headquarters is at 2211 
| East Allegheny Avenue, Philadelphia, Pa. 
| The first unit will be 150 by 5@0 feet 
| 





and when other units have been erected the 
plant will occupy a plot of ground 500 by 
1000 feet. 
| This Chicago plant will include a fabri- 
cating shop and warehouse, giving the 
company two branches, the other plant 
being in Cleveland, Ohio. 





True & Blanchard Co. Hold 
4th Annual Radio Convention 


Sixty dealers gathered for the True & 
Blanchard Co. Fourth Annual Radio Con- 
vention at Newport, Vt, on July 12. 
When the dealers arrived at the True & 
Blanchard store they were told to follow 
the trail of Atwater Kent signs to “The 
Wigwam,” where the display of merchan- 
| dise and the two business sessions of the 
day were held. The noon intermission was 
spent at the Pavilion, where lunch was 
served and water sports were available. 
After dinner at the Newport Hotel, there 
was dancing until midnight. The dealers 
| and ladies made a party of more than 100. 

George J. Benware, vice-president of 
True & Blanchard Co., talked to dealers 
about changes in merchandising methods. 
W. W. True, president of the company, 
described what installment selling has 
done for the automobile trade and ex- 
plained the arrangements of his company 
with reliable finance bankers to aid deal- 
ers in extending sales. Charles G. Tay- 
lor, treasurer of the company, spoke spe- 
cifically on the service and other special 
problems connected with the Atwater Kent 
line. 

The Atwater Kent factory was repre- 
sented by H. A. Arany, New England 
sales manager; John F. McCoy, Frank 
Miller and Lloyd Dopkins, Jr., each of 
whom presented special phases of the line 
to the dealers, explaining at length the dif- 
ferent points of the all electric receivers 
and merchandising points of Pooley cabi- 
nets. 














Traveling Salesmen to Have 
National Home in Winston-Salem 


Tor the first time in the history of the 
country, traveling salesmen, and there are 
about 500,000 of them, will carry as a side 
line an important merchandising proposi- 
tion of their own. 

This will be a campaign to secure funds 
with which will be built and endowed a 
permanent national home for the aged and 
indigent traveling salesmen. The home 
will be located in Winston-Salem, N. C., 
in the heart of the Sauratown Mountains. 

The organization committee of the Na- 
tional Traveling Salesmen’s Foundation, 
277 Madison Avenue, New York City, 
which was organized to secure the neces- 
sary funds, is now securing 100 trained 
salesmen to organize the actual working 
forces in the field that will cover every 
State. It is proposed to collect the neces- 
sary funds, in addition to the efforts of 
these special salesmen, through the travel- 
ing salesmen themselves and from those 
industries interested in the traveling sales- 
men. 

Among those who are working for this 
fund are Seymour N. Sears, first Chief 
Booster of the Hardware Boosters and 
president of the National Council of Travy- 
eling Salesmen’s Associations, and Will J. 
Graham, sales manager, Francis Keil & 
Son, New York City, Mr. Graham is 
chairman of the Hardware Boosters com- 
mittee which is securing funds from the 
hardware trade in and around New York 
City. It is interesting to note that the 
New York Hardware Boosters contributed 
the first $1,000 to this cause. 





Wagner Electric Corp. Makes 
Two Changes in Personnel 


The Wagner Electric Corp., 6400 Ply- 
mouth Avenue, St. Louis, Mo., announces 
that Fred Johnson, heretofore in charge of 
the St. Louis sales office, is now manager 
of the Los Angeles branch office. This 
transfer brings to a close twenty-one years 
of service as district manager of the St. 
Louis territory. 

Mr. Johnson has been connected with 
electrical sales activities ever since 1898, 
at which time he started to sell incandes- 
cent lamps for the Martin J. Insull Co. of 
Chicago. In 1899 his employer became 
connected with the General Incandescent 
Arc Light Co., New York City, taking Mr. 
Johnson with him. In June, 1900, Mr. 
Johnson was made manager of the G. I. 
company’s Chicago office, soon thereafter 
joining the Wagner Electric Corporation 
to take over the St. Louis district sales 
office. . 

The Wagner corporation also announces 
that Alex L. Miltenberger, heretofore Pa- 
cific Coast manager with headquarters im 
San Francisco, has been transferred to St 
Louis as branch manager. ? 

Upon graduating from Columbia Uni- 
versity in 1909 as an electrical engineet, 
Mr. Miltenberger entered the employ of 
Wagner Electric Corp. and took the reg- 
ular Student Engineering Course. 

In 1912 he was employed as a salesman 
in the St. Louis district office. In 1920 he 
was promoted to Pacific Coast manager. 
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J. B. Lippincott Co. Succeeds 
Lippincott, Beall & Co. 


J. B. Lippincott has purchased the inter- 
est of F. M. Beall in the Los Angeles, 
Cal., manufacturers’ representative firm of 
Lippincott, Beall & Co. and will continue 
the firm under the name of J. B. Lippin- 
cott Co., with headquarters in San Fran- 
cisco, Cal. 

Mr. Lippincott has many years of experi- 
ence on both the Atlantic and Pacific Coasts. 
In May, 1916, the firm of Lippincott, Beall 
& Co. was formed and in its twelve years 
of operation has satisfactorily served 
many leading hardware, tool and general 
supply manufacturers, covering the entire 
Pacific Coast and Inter-mountain territory. 

Associated with Mr. Lippincott in the 
new organization will be the entire person- 
nel of the old company, with the exception 
of Mr. Beall, who has retired from active 
participation in the business. Elmer Schil- 
ling will manage the Los Angeles office; 
S. B. Riser will supervise the Seattle of- 
fice; W. D. Mayfield has charge of the El 
Paso office and J. R. McKee will be the 
first assistant in San Francisco, where Mr. 
Lippincott will make his headquarters. 


New Vonnegut Hardware Catalog 


The No. 28V Von Duprin Self Releas- 
ing Fire Exit Device catalog, published by 
the Vonnegut Hardware Co., Indianapolis, 
Ind., is recently off the press. 

The major part of this catalog is de- 
voted to descriptions and illustrations of 
the various styles of Von Duprin self 
releasing fire exit devices. Outside hard- 
ware trims, door holders, latches and hinge 
sets are also shown. 

It is a large catalog, profusely illus- 
trated and will be of unusual interest. 


Directors of Northern Rubber 
Hold Quarterly Meeting 


The directors of The Northern Rubber 
Co. Akron, Ohio, held their quarterly 
meeting at the plant on July 18. Reports 
for the first half of the year were reviewed 
and plans and appropriations for the com- 
ing months were discussed. It was an- 
nounced that sales were more than 50 per 
cent greater in the first six months of 
1928 than in the corresponding period of 
1927, 


Western Cartridge Co. Rushes 
Needed Supplies to the Arctic 


The Western Cartridge Co. of East Al- 
ton, Ill, recently made a rapid shipment 
of cartridges to Alaska in answer to 
Harold McCracken’s radio request from 
somewhere off the Aleutian Islands. 

The famous Arctic schooner Morrissey 
was in the waters near these islands carry- 
ing members of the McCracken-Stoll 
American Museum Expedition. These ex- 
plorers were searching for an Arctic sar- 
cophagus which they hoped would yield up 
human remains dating back to prehistoric 
times. Ammunition was running low, so 





a wireless message was sent to the West- 
ern company asking that 100 rounds of 
ammunition be sent to Port Moller, 
Alaska, where the explorers would pick it 
up. 

A radio operator in Omaha, Neb., re- 
ceived the message and relayed it to Chi- 
cago where it was passed on to East Alton. 
A telegram from the company’s head- 
quarters in that city to its jobber in Seat- 
tle, a phone call to the jobbers’ branch in 
Bellingham, Wash., and the next day the 
needed cartridges were started on their 
Way. 


Independent Lock Co. Expands— 
New Distributors Named 


The Independent Lock Co., Fitchburg, 
Mass., is now occupying a new addition 
to its factory. This new structure con- 
tains 15,000 sq. ft. of floor space and is 
equipped with all modern appliances. 

The company announces that Hohens- 
child Brothers, Kansas City, Mo., will act 
as factory representatives in that territory 
and will stock more than a million key 
blanks as well as a complete line of In- 
dependent products. 

Shapleigh Hardware Co., St. Louis, Mo., 
and the Harco Hardware Sales Co., Cleve- 
land, Ohio, are now carrying the Independ- 
ent Lock Co. line of padlocks, night 
latches, door sets, key machines, etc. 


Safety of Small Arms Ammuni- 
tion Described in New Booklet 


An interesting and instructive booklet 
entitled, “Proving that Small Arms Am- 
munition is Safe to Handle” has been 
issued by the Traffic Committee of the 
Sporting Arms and Ammunition Manufac- 
turers’ Institute, 103 Park Avenue, New 
York. 

The object of this booklet is to remove 
the unreasonable fear and prejudice against 
handling of small arms and ammunition 
felt by some of the transportation, storage 
and insurance companies. 

Thorough and severe tests were made 
before The Bureau of Explosives, The 
Steamboat Inspection Service of the De- 
partment of Commerce, The National 
Board of Fire Underwriters and others. 
The booklet describes and illustrates the 
demonstrations which proved that no seri- 
ous explosion can occur through the igni- 
tion either by shock or fire of one or more 
cartridges or shotgun shells when lying 
within the mass of cartridges or shells 
in the case. It was also proved that an 
entire case of small ammunition cannot be 
exploded by any general shock and that 
the ignition of one or more cartridges will 
not cause the explosion of the lot. 

Many leading manufacturers of small 
arms and manufacturers are members of 
the Institute. 


New Stephens Price List 


A. J. Stephens Co., manufacturer of 
automobile supplies and radio products in 
Kansas City, Mo., recently issued a new 
price list dated July 20, covering the items 
which it produces. 











Armstrong Mfg. Co. Merges with 
New Era Electric Range Co. 


Announcement was recently made of the 
merger of the Armstrong Mfg. Co., 
Huntington, W. Va., with the New Era 
Electric Range Co., New York City. The 
new organization is known as the Arm- 
strong Electric & Mfg. Corp. with head- 
quarters in Huntington. 

Since this merger became effective, the 
personnel of the Armstrong plant has been 
greatly strengthened and new manufac- 
turing and merchandising plans are being 
developed. Several well known men have 
been added to the directorate of the com- 
pany, including T. E. Spence, W. S. Yerkes, 
vice-president of the General Outdoor Ad- 
vertising Co.; W. C. Beckers, Allied 
Chemical & Dye Corp.; J. Roy Allen, 
American Hide & Leather Co.; C. R. Ber- 
rien, vice-president of the Central Union 
Trust Co.; Hubert K. Dalton, of the Dal- 
ton Tool Corp., and W. R. Westerfield, 
R. F. Westerfield & Co., and C. C. Arm- 
strong. 

Thomas E. Spence, who has been an offi- 
cial of a public utility company and who 
more recently has been associated with the 
Hamilton Beach Co., has been elected to 
the presidency of the new corporation. 


A. E. Bronson, of Dill Mfg. Co. 
Returns from European Tour 


The future of the automobile and tire 
business abroad is exceedingly bright, ac- 
cording to A. E. Bronson, vice-president 
of the Dill Mfg. Co., Cleveland, Ohio,. 
manufacturer of tire valves, insides and 
caps. Mr. Bronson recently returned to 
Cleveland after a three months’ trip 
through Europe, England and Egypt. 

Mr. Bronson states that the next five 
years will see a great increase in the ex- 
port of American automotive products of 
all kinds, as many of the foreign coun- 
tries are getting on their feet agricultural- 
ly, industrially and financially. 

The Dill company reports a growing ex- 
port business on many of its products. 


Pflueger’s New Pocket Catalog 


A most interesting catalog has recently 
been published by The Enterprise Mfg. 
Co. of Akron, Ohio, covering the com- 
plete line of Pflueger fishing tackle. 

Pocket Catalog No. 148 contains many 
interesting articles on fish and fishing, as 
well as describing the Pflueger line. It is 
fully illustrated, with many drawings in 
color. Tackle for every species of game 
fish and for fresh and salt water fishing 
is shown. 


President Heinlein’s Son Enters 


U. S. Naval Academy 


Oscar A. Heinlein, Jr.,, son of presi- 
dent Heinlein of the Western Retail Im- 
plement & Hardware Assn., recently en- 
tered the United States Naval Academy 
at Annapolis. Midshipman Heinlein had 
an exceptionally fine record in high school, 
having stood at the head of his class dur- 
ing the entire four years and passed his 
entrance examinations with flying colors. 
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July Was Good Hardware Month 
—Western Markets Very Active 


Collections 


Fair—Prices Firm 


New York, Aug. 1.—With seven months of the year gone, the 


average hardware jobber finds a 


orably with the same period of 1927. 


Western markets are more active 


sales record comparing very fav- 
Current reports show that 


than those in the East. The for- 


mer seem to receive stimulation from encouraging crop reports. 


Practically all market centers fou 


nd July a good month. 


There are few important price changes being made at the present 
time. Collections average fair. There appears to be less than usual 


interest for fall merchandise at this time. 


Ordinarily many whole- 


salers begin about July 15 to receive such orders for future ship- 


ment. 


Bank Debits Show Decline of 
1.2 Per Cent for Week 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended July 18, aggregated $15,249,000,- 
000, or 1.2 per cent below the total of 


$15,427,000,000 reported the preceding | 
week and 16.9 per cent above the total 


for the week ended July 20, 1927. 

Aggregate debits for 141 centers, for 
which figures have been published 
weekly since January, 1919, amounted 
to $14,377,672,000, as compared with 
$14,514,975,000 for the preceding week 
and $12,246,847,000 for the week ended 
July 20, 1927. 


Farm Prices Are Expected to 
Continue Upward Trend 


Production of agricultural commodi- 
ties based on present prospects is not 
high enough this year to check the up- 
ward trend in prices that has featured 
this group during most of the past 
year, the Brookmire Economic Service, 
Inc., states. In a few cases, however, 
expansion in foreign lands is affecting 
prices unfavorably. Wheat, sugar and 
wool are examples. Canadian wheat 
production added to a large carryover 
may result in an increase in exportable 
surplus more than sufficient to offset 
the loss in the United States. Sugar 


remains depressed by anticipated gains 
in supplies in Java and Cuba. 
Wool clips in the Southern Hemi- 


| 10.6 per cent. 


Week’s Price Average 99.9 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced July 22 that the previ- 
ous week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 
99.9 per cent. The purchasing power 
of the dollar was 100.1c. on a 1926 
basis of 100c. 

Crump’s index for the week on the 
| revised 1926 level was 94.3. 
| The Italian index on the revised 1926 
level for the week ended July 14 was 
74.8. The June average was 75.4. 








| Bank Clearings Show Increase 1.2 
| P. C., Week Ended July 14 


| Bank clearings in the United States 
| for the week ended July 19, as reported 
to Bradstreet’s Journal, aggregated 
$10,911,547,000, as against $10,787,271,- 
| 000 last week and $9,676,725,000 in this 
| week last year. There is here shown 
|an increase of 1.2 per cent over last 


- | week and of 12.8 per cent over the like 


| strong position. Food grains, especi- 
|ally oats and barley, are in plentiful 
| supply in relation to demand. Any gain 
| in the corn crop would create a surplus 

in this item. The hay crop is materi- 

ally reduced though carryover is large. 
| Fruits and vegetables are in liberal 
| supply. 
| 


| Bank Deposits Increase About 
| $899,169,000 in Year 


The 64 largest banks in the United 
| States, with deposits of $75,000,000 or 
over, on June 30, last, accounted for 
| total deposits of $15,801,630,000, com- 
pared with $14,902,461,000 a year ago, 
/an increase for the year of $899,169,- 
000, or 6 per cent. 

There was an unusually large num- 





| ber of important mergers and absorp- 
| tions, and three banks appear on the 


list for the first time. Ordinarily this 


| would tend to swell the total, but, in 


spite of this, the increase was smaller 
than last year, when it amounted to 
In the list twenty-one 
institutions showed decreases in de- 
posits, two more than last year. In- 
creases ranged from 0.3 per cent to 
117.4 per cent, the latter reported by 
Bank of America, N. A., of New York, 
after its recent consolidations with 
Bowery & East River National Bank 
and Commercial Exchange Bank when 
the bank came under control of Banc- 
italy Corporation. 

The twenty-four banks and trust 
companies west of Ohio included in this 
classification showed an average in- 





sphere would have to stay down to last 
year’s level to keep prices high. Dairy | 
and live stock products seem to be in a | 


crease a bank of 15.3 per cent, while 
the 39 in and East of Ohio showed an 


average increase of only 5 per cent. | 





| week a year ago. 








Commercial Failures Show De- 
cline Commercial Agencies Report 





There is considerable improvement in 
the insolvency record this week, with 
la total of 426 failures in the United 
| States, according to R. G. Dun & Co. 
This is 40 less than last week’s number, 
although being 12 in excess of the 414 
defaults a year ago. Except in the 
Western section, where an increase of 
18 appears, fewer insolvencies occurred 
this week than last week in each geo- 
graphical division, there being a de- 
crease of 29 in the East, 15 in the South 
and 14 on the Pacific Coast. On the 
other hand, the East shows an increase 
of 16 over the total for a year ago, and 
there were 5 more failures this week in 
the West, these changes slightly more 
than offsetting decreases in the South 
and on the Pacific Coast. 

The number of Canadian defaults is 
little changed this week, being 41. That 
figure compares with 42 last week and 
with 38 insolvencies reported to R. G. 
Dun & Co. a year ago. 

Bradstreet’s reports 372 failures for 
the week in the United States, as com- 
pared with 365 for the previous week 
and 389, 371, 336 and 350 for the cor- 
responding weeks 1927 to 1924. The 
New England States had 64, Middle 
Atlantic, 102, Western, 76, Northwest- 
ern, 20, Southern, 73, and Far Western, 
37. Canada had 26 defaults for the 
week, against 22 in the preceding week. 
In the United States about 83.6 per 
cent of the concerns failing had $5,000 
capital or less, and 11.5 per cent had 





from $5,000 to $20,000 capital. 
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Fall Buying Starts in Chicago Market— 


Prices Are Firm—Collections Fair 


(Chicago office of HARDWARE AGE) ‘ISHING TACKLE.—A good volume 
CHICAGO, July 31.—With the continuance of the warm weather, | of re-orders is coming from the deal- 


the demand for summer merchandise of all kinds remains very | °'s at this time. 
active. In addition a very fair volume of future orders for fall and TAILERS, F.0.8, CHICAGO! | _ 
winter items is beginning to develop. Prices are showing consid- | Brose Ne tn eee ee Sen 


erable strength, although there are not actual changes to be reported. peda n aaa oe 
: Cag a : : _| G! ANIZED ARE.—Prices — un- 
The crop outlook is increasingly good in spite of the rather ex cheek “eit Siw eanad het weather 


cessive rains throughout much of the agricultural territory. Farm-| gemand for water pails. 


ers are feeling optimistic and this is sharply reflected in the volume JOBBERS! QUOTATIONS TO RE- 
P . . ° . TAILERS, F.O.B. CHICA 

of hardware items moving in the farming sections. | Standard galvanized after made 

Steel mill production, in the Chicago area, is in its usual summer | {uhs, No. 1. $0.75; Now 2, $650: No is 


slump, and while this drop appears severe after the heavy output | pails $2; 12 at. $2.25: 14 at... $2. 2 
* ° e Bal. é re fé Z ) Cé Ss, specila 

earlier in the year, as a matter of fact, the falling off was much less $2.35 doz.; 2 gal. $4 doz. No. 3.3 
A ( doz. yu. 


gal., $5.75 doz.; 5 gal., 
on 


than usual. Mills are now operating at between 75 and 80 per cent galvanized baskets, $6.25 doz.; No. 26 


of capacity. Hann % bu. galvanized measure. 
Collections are somewhat improved but are still only fair. _GARDEN HOSE.—The demand 
about equal to this time last year, 
although the recent rains have slowed 


AUTOMOBLE ACCESSORIES.— JOBBERS’ QUOTATIONS TO RE- | it somewhat. 
AU ; atl ; TAILERS, F.O.B. CHICAGO: | ee hat 
Further price reduction on tires are %-in. proof cow chains, $8.50 per JOBBERS’ QUOTATIONS TO RE- 
rumored but as yet are unconfirmed. 100 Ib, ‘Tenesco Bull Dog and Brown TAILERS, F.O.B. CHICAGO: 
coil chains, 50-10 per cent discount. Garden hose, good quality molded 


JOBBERS’ QUOTATIONS TO RE- No. 00-41% electric welded cow ties. | hose, % in., lle. per ft.; 12%c. pei 
"en Bene - A te — $2.75 per doz. ft., 5 ply, good quality, wrapped, ™% 
ar ugs.— itdor or Fords, . | in., 8c. or .: % in., 9%c. or ; 
s0c. each: ee 58c. each; Cham- COPPER RIVETS AND BURRS.— ps Bh Pie ‘Rain zine. P528 3 
pion X, 45c. each; Champion Blue Prices are very strong and the demand doz.; original fountain sprinklers, $6 
Box Line, 53c. each; A. C., 53c. each; . doz.; Rainbow, 38 in. high, $24 a doz. 
lots of 100, 50c.; A. C. Special Ford. is good. GLASS AND PUTTY.—There 
jl. rere JOBBERS’ QUOTATIONS TO RE- |" ere is a nor 
pe ppleton, No. 3280, TAILERS, F.O.B. CHICAGO: | mal and steady demand and prices are 
“ ' ’ Copper rivets and burrs, 40-10-5 ur 7 
ry unt aeenes “dead rn ee ner cént discount. gp QUOTATIONS TO 
’ + : 
gencks. National Standard, No. 21, ein TROUGH, yp iene ETC.—No TAILERS, F.0O.B. CHICAGO: _ 
Mo - ° |changes to report. rders continue Single strength A, all brackets, 88 
ea, 1% in. cylinder, $1.85 ree - cian per cent discount; single strength B. 
Tir es! , . ° all brackets, 89-5 per cent discount: 
wx 314 Liberty Gord. $5.45; heavy JOBBERS’ QUOTATIONS TO RE- double strength A, all brackets. 88 
duly ovetnine. 67.96. $2 x 4 Liberty TAILERS, F.O.B. CHICA per cent discount; double strength B, 
20; heavy duty, —s tires, 29 x 28 gage single head mq am gul- all brackets, oe ven foes Giscount: 
0, $8.00: 32 x 6.20, heavy duty, ter, 5 in., $4.50 per 100 ft.: corrugated putty, pure grade, $4.25 per 100 Ib.; 
; tubes, 30 x 31%, $1.40; balloon conductor pipe, 3 in., $4. 20 per 100 commercial, $3.50 per 100 Ib. 
tire tubes, gray, 29 x 4.40, $1.65; 32 x ft.: plain ridge roll, 144 in., $3.65 per HAMMERS AND HATCHETS.—No 
6.20, $3. 100 ft.; corrugated conductor elbows. . 5 we : 
BASEBALL, Geen Heres axe dow 2 in.. $1.51 doz. recent price changes. Demand _ is 
: - | ELECTRICAL MERCHANDISE.— | lively only on the popular priced 


ing down as the season passes. : : 
r : P Electric fan sales going full blast after grades. 
OBBERS 9 plays TO RE- . JOBBERS’ QUOTATIONS TO RE 
I . s. 
TAILERS, F.0.8. CHICA a very late start. No price changes TAILERS, F.0.B. CHICAGO: , 
gi golsmit p. cial League. ball, JOBBERS’ QUOTATIONS TO RE- Hammers.—First quality, 10 oz 
ozen; uisville Slugger bat, TAILERS, F.0.B. CHICAGO: i ; gig? 2S Saige ee ry 
$16.90 dozen. Giativtant Masehbadinn-tte. 14 reb- nail hammers, $12 doz.; Maydole. 
BOLTS AND NUTS.—Prices are firm ber “covered ‘wire, $6 per 1000 ft: poven ect yen Mod oe — 
and the d “chica in less than 1000 ‘ft. lots, $6.50: No. eaiidhin: Ikke. Sh-he wade tema. 
e demand is steady. 18 lamp cords, $11.25 ner 1000 ft.: in ai 2. nail hammers, 
J , bs 1000 ft. lots, $10.50; % in. brush brass Tine rrr ES Core 
TAILERS F.0.B> CHICAGO: > oe ee, ee eee” oe MoS shingiing, Qnbe” des; aret 
Cc ppt 12%4c. each; two-way plugs, 5e. i ee hee ae Org lak ro 
Pa nel ogy Mn ee ye Fg each; in lots of 10, 40c. each; two- pga = hets, a." broad. $16.40 
rolled thread, 60-10 per cent discount: plece attachment plugs. Jisc. cach: 2 shi gli . $8 Fos  paliemca Sono 
machine bolts cut B meatheny 60 per cent dry cells, boxes of 50. 32%4c. each: h t het 8 “ ‘teed mornaee = 
discount: small machine chin yelled or. than a aoe _ sy H HARNESS AND LE. THER. I 
t 4 ectrical Appliances. — Iron ot AN B oR- <oMS 
at, 90- ee oe Point, $4.20; in lots of six. $3.90: a ee So 
wa a ee cet Sacwunt Sunbeam, $8: lots of six, $4.76; Per- “a e present stocks of lower priced 
Pr ce sc : lator, Universal 9169, $16.65. eather are practically used u At th 
BUILDERS’ HARDWARE.—Sal oR ; yf ergy ; 
§ — sa adio Supplies.—Radio B batteries. ; 
setsenab} 4. Pri E ~ re | p 779 EB, $1.40 each: base lots of 5, | Present market on leather, harness, 
: y goo rices are firm. 30 %, No. 710, $8 each: packages of strapwork and collars must be sold at 
OBBERS’ 5, $2.80; No each; packages . a 
TAILERS, ‘a Gute. of 5, $1.92; No. ‘486, $3.98 each; pack- ae yet panto 25 to 40 per 
3x i , ages of 5, $3.33; new No. 485 Layer- cent over last spring’s prices. 
and “dull ‘tae eee Ge sgl copper bilt battery, less than standard pack- = P Ss P e 
mec ase lots; less quantities, $2.16 ages, Fy each; standard packages, HANDLES, AGRICULTURAL.— 
er doz. pai § 8 ots, $2.33 each. ile sg , “vy are 
epber pair; 4x 4 tee} butts. od Pisin Gaateni~deee be, tote While sales are rather slow they are 
$3.1 pair, case lots; less quantities. of less than 10, $9.90 each. about the same as last year. 
made aemctagegee sts Maral | FILES—The demand is satisfactory |, {9BBERS” SUOTATIONS TO RE- 
bts; steel bit- -keyed front door sets. and prices are unchanged. Hay fork handles, straight, ‘c hucked 
er set; wrought brass, bit- ’ ant ts a "89 40 4 
keyed . JOBBERS’ QUOTATIONS TO RE- and bored, X 4 ft., $2.40 per doz.; 4'% 
inter ant door sets, —- per = TAILERS, F.0.B. CHICAGO: ft., $2.70 per doz.; XX 4 ft., $3. 90 per 
CHAIN sets per se American files, 60-10 per cent off doz.; 4% ft., $4.20 per doz.; ash fork 
tive - —Sales are increasingly ac- list; Nicholson files, eo per cent off handles, bent. chucked and bored, 
an ist; ack iamone es, 50 per cen | é Ce aoe per doz.; 4% ft., $3.20 
prices are unchanged. off list. per doz.; ash hay fork handles, bent 
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with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 
XX 4 ft., $6. 15 per doz.; 4% ft., $7. 10 
per doz.: bent manure "fork handles, 
plain, X 4 ft., $3.05 or doz.; 4% ft., 
$3.40 per doz.; XX ft., $4.65 per 
doz.; 4% ft., $5 per ay bent manure 
fork’ handles, with strap, ferrule and 
a X 4% ft., $5.25 per doz.; XX 4 

$6.65 per ‘doz.; ; 4% ft., $7.10 per 
ed. ; garden hoe handle, x 4% ft., 
$2.60 per doz.; XX 4% ft., $3.70 per 
doz.; rake handles, X 5% ft., $3.50 per 
doz.; XX 5% ft., $5.65 per doz.: shovel 
handles, regular pattern, X 4% ft., 
$4.25 per doz.; XX 4% ft., $5.95 per 
doz.; XXX, $8 per doz.; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, X, I. D. L. top, $4.45 
per doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.—WNo recent 
price changes, though the market is 
strong. Sales volume is quite good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

No. 1 (new B. W.) hickory, $4 doz.: 
No. 2 (new B. R.), $3 doz.; second 
growth hickory (new A. W.), $5 doz.: 
finest select second growth hickory 
(new A. A.), $6.50 doz. 

Hatchet and Hammer Handles.— 
No, 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 


HINGES.—The demand is fair to good 
and prices are being well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Heavy strap hinges in bundles, 4 
n., $1.00; 5 in., $1.30; 6 in., $1.85; 8 
n., $2.62; 10 in., $4.20 per doz.: extra 
heavy T hinges in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96: 10 in., $4.80 per doz. 


ICE CREAM FREEZERS.—tThere is 
an active seasonal demand. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 
White Mountain, 1 at., $4.80 list: 
2 at., $5.60 list; 3 qt., $6.75 list; 4 at., 
$8.25 list; 6 qat., $10.45 3.4 
list; 10 qt., $17.90 list; 12 qt., $21.50 
list; 15 qt., $25.60 list; 20 qt., $33.20 
list; 25 qt., $42.60 list. Arctic, 1 qt., 
$4 list; 2 qt., $4.60 list; 3 qt., $5. 45 
list; 4 at., $6.80 list; 6 at., $8.60 list; 
8 qt., $11.10 list. All the above less 
50 per cent discount. Alaska, 1 at., 
$2.95 list; 2 qt., $3.45 list; 3 at., $4.10 
list; 4 qt., $5 list; 6 qt. $6.30 list; 8 
at., $8.20 list; 10 qt., $10.75 list: 12 
at., $14 list; ‘15 at., $17 list; 20 at., 
$21.50 list. A discount of 20 and 10 
per cent on all above prices Acme, 
2 qt., galv., $8 doz.; 2 qt., enamel. 
$10 per doz.; 4 at., enamel, $18 per 
doz. Above prices are net. 
Ieverybody’s Freezers, 1 pt., $3.50; 
1 qt., $4.50; 2 qt. $6; 3 qt., $7; 4 at. 
$8. Prices are each and subject to a 
dealer’s discount of 30 per cent off. 
LAWN MOWERS.—A fair volume of 
future orders for next season is being 
received at this time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
16-in, ball bearing, 5-knife, 10'%4-in. 
wheels, $11.50 each; 16-in. ball bear- 
ing, 4-knife, 10%-in. wheels, $9.25 
each, and $7.00 for cheaper grades: 
16-in. ball bearing, 4-knife, 9-in. 
wheels, $8.50, and $6.75 for cheaper 
grades; 8-in. wheel, 4-knife ball bear- 
ing, $7.25 each, and $6.25 for cheaper 
erades. 
NAILS.—No price changes on this 
market. Orders are frequent but 
small. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


L.c.l. quantities common wire and 
cement coated nails, current, L.c.1. 
stock orders, $3.10 per keg’-base, Dec. 
1, 1927, extras. 


OIL AND GASOLINE STOVES.—The 
warm weather is having a very desir- 
able effect on sales. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 





Perfection. — No. 72, 2 burners, 
$17.50; No. 73, 3 burners, $22.50; No. 
74, 4 burners, $28.50. 

Perfection dealers’ discount. 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

Puritan (Improved Model).—No. 42. 
2 burners, $17.50; No. 43, 3 burners, 
$22.50; No. 14, 4 burners, $28.50. 

Puritan discounts the same as Per- 
fection. 

Nesco.—No. 212, 2 burners, $17.50; 
No. 213, 3 burners, $22; No. 214. 4 
burners, $28; No. 1103, high shelf 
only, $6. 50; No. 1104, high shelf only, 


With vitreous enameled stove tops 
and splash back.—No. 233, 3 burn- 
ers, $36.50; No. 244, 4 burners, $44.50. 

Nesco dealers’ discount, 30 and 5 
per cent. 

Nesco Rolo, 5 burners and oven, 
$90; No. 400, built-in oven model. 
$63. Dealers’ discount, 30 and 5 per 


cnt. 

Coleman.—No. 322, range, $114: No. 
328, range, $72; No. 325, range, $45; 
No, 329, range, $52.50; No. 324, range 
$39; No. 330, range, $34.50. 

Coleman dealers’ discount, 33% per 
cent. 


OVENS 


Perfection.—No. 211, 1 burner, plain 
door, $2.50; No. 211G, 1 burner, glass 
door, $2.70; No. 112G, 2 burners, glass 
door, > 

Dealers’ discount on 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Puritan.—No. 42G, 2 burners, glass 
door, $5.50. 

Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Nesco.—No. 05, 1 burner. solid 
door, $2; No. 5, 1 burner, glass door, 
$2.15; No. 020, 2 burners, solid door. 
$4.25: No. 20, 2 burners, glass door, 
$4.50; No. 301, 2 burners, glass door, 
thermometer, $6.40. 


WICKS, ETC. 


Rockweave wick, 25c. each: Per- 
fection and Puritan, $4 per doz, and 
$48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters 


PAINTS AND OILS.—Prices are still 
unchanged and sales are seasonally 


good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 85c. 
per gal.; 5-barrel lots, 83c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
4 per gal.; 5-barrel lots, 86c. per 
gal. 

Denatured Alcohol.— Barrel lots. 
58%c. per gal.; steel drums, extra, 
$6, returnable. 

Turpentine.—Drum lots, 67c. per 
gal., net. 

White Lead.—100 lb. lots, $13.25; 
50 Ib. lots, “3 75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.7 

Fo edigperl lb. cuts), white, $2.20 
per gal. in barrel lots; orange, $2.35 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
pee per Ib.; in 100-lb. lots, 6%c. per 


— Paste.—Barrel lots, 7%c. per 


PREPARED ROOFING.—Manufactur- 
ers are very busy and prices are steady 


at the higher basis. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Best grade slate surface prepared 
roofing, $2.25 per square; best grade 
tale surfaced, $2.25 per square: me- 
dium tale surfaced, $1.75 per square; 
light tale surface, $1.05 per square; 
red rosin sheathing, $55 per ton. 


PYREX WARE.—There is a fair 
steady demand. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bread Pans.~-No., 212, $7.20 dozen; 
No. 214, $12 dozen 

New Handied Casseroles. —Round, 
No. 622, $12 doz.; No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 





Pie Plates.—No. 208, $6 per dozen; 
No. 209, $7.20 per dozen. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz. No. 
232, $14 doz. 

Iced Tea Sets.—$i per set. 


ROPE.—Sales show rather scant vol- 
ume. No price movements expected 
soon. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Best Manila, standard brand, 2c, 
per Ib.; No. 2 Manila, 19c, per Ib.: 
No. 1 Sisal, 14%c. per Ib.; No. 2 
Sisal, 13c. per Ib. 


SASH CORD.—Prices are firm and a 
good volume of orders is being re- 
ceived. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 


SASH PULLEYS.—Prices are firm 
and sales are good. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Common sash pulleys, 55c. per doz.; 
barrels, 50c. per doz.; Common Sense. 
2 in., 55¢. doz.; barrels, 50c. doz.: No. 
110, 50c. doz.; barrels, 45c. doz. 


SCREWS.—Prices are very firm with 
purchase volume reported good by the 
leading makers. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Screen doors, No. 266, 2-8 x 6-8. 
$20.46 doz.; No, 296, 2-8 x 6-8, $24.66 
doz.: No. 311, 2-8 x 6-8, $20.92 doz: 
window screens, No. 1833, $4.56 doz.. 
No. 2433, $5.40 doz. 


SOLDER AND BABBITT METAL— 
No price changes this week. Sales 
quiet. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Warranted 60-50 solder, $35 per 100 
Ib.; medium 45-55 solder, $33 per 100 
Ib.; tinners, 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt metal. $20 
per 100 1b.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 


WIRE PRODUCTS.—July volume is 
about up to 1927 levels. No recent 
price changes in this market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

No. 9 black annealed wire, $3.30 per 
100 Ib.; No. 9 galvanized plain wire. 
$3.85 per 100 Ib.; catch weight spools 
galvanized cattle or hog wire, $3.80 
per 100 Ib.; polished fence staples, 
$3.55 per 100 Ib.; wire cloth, black. 
12-mesh, $1.85 per 100 sq. ft.; gal- 
} gegen) 12-mesh, $2.05 per 100 sa. 

; bronze, 14-mesh, $5.60 per 100 sa. 
oe ; galvanized poultry netting, gal- 
vanized before made, 60 per cent dis- 
count; galvanized after made. 50-10 
per cent discount. 


WRENCHES.—Demand continues good 
especially for adjustable wrenches and 
sets. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Agricultural wrenehes, 60-10-5 per 
cent discount. Coes’ wrenches. 
40-10 per cent discount; engineers 
wrenches, 50-10 per cent discount on 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches.— Radio and 
electrical sets in metal cases, $2.75: 
No. 111, Master Service Set, $15.65: 
No. 202, Heavy Duty Set, $9.75; No. 
404, Flexible Socket Set, $7.50; No. 
608, Crankcase Drain Plug Socket. 
$3.55; No. 900, Square Socket Set 


$3.70; No. 1878, Giant “Snap-on” wit? 
extra heavy duty ratchet, $30.55, All 
Snap-on Wrenches less 3344 per cent 
discount. 
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ATLANTA, GA., July 31.—There has been very little change in con- 
ditions surrounding the hardware trade during the past two weeks. 
Weather conditions have been ideal and all kinds of summer hard- 
ware merchandise are in brisk demand. Considerable improvement 
has taken place in the agricultural outlook. For a while it was 
thought that the boll weevil would do considerable damage to the 
cotton crop; however they have been checked to some extent and it 
is believed that not enough of them are left to cause serious dam- 


Brisk Demand for Summer Hardware 
Merchandise in Atlanta Territory 


COOLERS.—Business continues good; 


(Atlanta office of HARDWARE AGE) 


age if weather conditions are normal. 


Building operations still continue fairly active. 
building projects are in prospect and residential building is very 


satisfactory for this time of the year. 


There are no important price changes announced in this market 


and collections are reported fair. 





AUTOMOBILE ACCESSORIES.— 
There is a good demand for acces- 
sories. Jobbers’ stocks are complete 
and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Mansfield Balloon Tires.—29 x 4.40- 
21 in., $8; 29 x 4.75-20 in., $10.05; 30 
x 5.25-20 in., $12.50; 31 x 5.25-21 in., 
$12.90; 31 x_6.00- 19 in., $17.10; 32 x 
6.00-20 in., $17.40. 

og ge High Pressure Tires.—30 

3% Cl. $5.45; 30 x 3% extra size, 
$7. 25; 50° x 3% ’s. a, 

The above carry a 5 ee cent dis- 
count, 

Weed and Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than 12 pairs. Less 
85 per cent in quantities of 12 to 49 
pairs. Less 40 per cent in quantities 
of 50 pairs or more. 

Champion Spark Plu —— X, 45c. 
each; No. 5, 538c. eac No. 6, 53c. 
eac 

Springfield Automobile Pumps.—No. 
1, $1.85 each; No. 5, $1.50 each. 

Automobile Jacks.—No. 610 Walker, 
75c. each; 600 Walker, 90c. each; 
No. 1 Walker, = 10 each; No. 515 
Walker, $2.40 eac 

Klaxon eaiealite Horns.—No. 3 
hand, $4 each list; No. 11 battery, $4 
each list; No. 8 battery, $3.50 each 
list; No. 12 battery, $5 each list; No. 
15 battery, $6.75 each list. Klaxon 
horns less 35 per cent; in lots of 12 
less 40 per cent. 


AXES.—Orders are being booked for 
fall shipment. Jobbers’ stocks are 
broken, but prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Single bit, first quality, unhandled, 
$14.75 per doz.; first quality, handled, 
$19.25 per doz.; single bit, second 
quality, unhandled, $13.50 per doz.; 
single bolt, second quality, handled, 
$17 base. 


BATTERIES.—The demand is light at 
Present. Stocks are complete, with no 
indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


RR rae « $2.5. 
eae 3.58 

on ons ocuce 0 ale a 2.06 1.92 
Ree 3.00 2.80 
Ms ie haa cel waive 1.32 1.14 
i ee 42 39 
ME abc ieee oe as 1.05 -97 
BRP ee 1.40 1.30 
Sa rr 1.40 1.30 
eae Pate 4 1.92 





BUILDERS’ 
is good. 


good demand. 
and prices firm. 


good. 





No. 6 telephone type, $30 per 100; 
No. 6 ignition type, $32.50 per 100. 

Flashlight Batteries.—No. 935, $9.25 
per 100; No. 950, $9.25 per 100; No. 
790, $18. 50 per 100; No. 705, $27. 50 per 
100; No. 750, $18. 50 per 100; No. 761 
25 per 100. 

Multiple Hot Shot Batteries.—No. 
1461, 4 cell, $1.67 each; No. 1661, 6 
cell, $2.37 each. 


BOLTS, NUTS AND RIVETS.—Orders 
are increasing, with stocks well as- 
sorted and prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 
per cent. Stove bolts less 75 per 
cent. Tire bolts less 50 per cent. Lag 
bolts 60 per cent. Rivets, large, $4 
base per 100 lb. Small wagon rivets 
at 60 per cent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


Ball tip plated steel butts, dull 
brass or old copper pony in less 
than case lots, 3 x 3, $20 per 100 pair; 
3% x 3%, $21 Pia 100 pair; 4 x 4, $2 
per 100 pair. lain /? Butts with 
loose rag _ x 2, $1.05 per doz. 
pair; 2 $1.2 ” per doz. pair; 
3 =x 3% 1.30 per —_ "pa 1°30 x 3%, 
$1.65 per doz. 30 per 
doz. pair; 4% x lati 33 i doz. pair. 
Hinges, heavy strap, size 4 in., 95c. 
oe dos. 5 Betis 5 in., $1.25; 6 in., $1.50; 
8 in., in., ” $4.30; 12 in., $6.85 
per eae ~ Heavy tee hinges, 6 
in., $1.40 per doz. ong 8 in., $2. x- 
we tee hinges, 8 in., $3; 10 in. “A 


CLIPPERS.—Toilet clippers are 
Stocks are complete 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 1 Stewart horse clippers, $14 
each, less 33%, with repairs at the 
same discount; Brown & Sharpe, 
bressant and narrow blade, $4.50 per 

ir less 25-10; American Gentleman, 
3 less 33%. 


CUTLERY.—The present demand 
Salesmen are booking orders 
for both prompt and future shipment 
on pocket, kitchen and table cutlery, 
razors, shears and scissors. 
main firm. 


Several large 


HARDWARE.—Business 
Stocks are complete and 
prices are very firm. 


Prices re- 








stocks are full and prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

Galvanized Lined Water Coolers, 2 
gallon, $2 each; 3 gallon, $2.15 each; 
4 gallon, $2.35 each; 6 gallon, $3.10 
each; 8 gallon, $4 each; 10 gallon, 
$5.25 each. 

Twentieth Century Water Coolers 
complete with stand and bottle, green 
or mahogany color, $14 each; white, 
$14.50 each. 


FILES.—Orders are fair, stocks full, 
with no indication of price change. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

Black Diamond or Nicholson at 
list, less 50 per cent. Other brands 
as low as list, less 70 per cent. 


FREEZERS, ICE CREAM.—Season is 
getting late, although business con- 
tinues good and many orders are yet 
being filled. Stocks are complete and 
prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

White Mountain Freezers.—1 qt., 
$4.80 list; 2 qt., $5.60 list; 3 qt., $6.75 
list; 4 qt., $8.25 list; 6 qt., $10.45 list; 
8 qt., $13.40 list; 10 qt., $17.90 list; 
12 qt., $21.50 list; 15 qt., $25.60 list; 
20 qt., $33.20 list; 25 qt., $42.60 list. 

Arctic Freezers.—1l qt., $4 list; 2 
at., $4.60 list; 3 qt., $5.45 list; 4 qt., 
= list; 6 qt., $8.60 list; 8 qt., $11.10 
st. 


The above list prices are less 50 
per cent discount. 

Alaska Freezers.—1 qt., $2.95 list; 
2 qt., $3.45 list; 3 qt., $i. 10 list; 4 qt., 
$5 list; 6 qt., $6.30 list; 8 qt., $8 8.20 
list; 10 qt., $10.75 list; 13 qt., $14 list; 
15 qt., $17 list; 20 qt., $21.50 list. 

Alaska freezers take discount of 20 
per cent and 10 per cent. 

Frost King Freezers.—1 qt., $2.10; 2 
qt., $2.50; 3 qt., $3.00; 4 qt., $3.60; 6 
qt., $4.60; 8 qt., $5.80; 10 qt., $7.75; 
12 qt., $8.75. 


GALVANIZED WARE.—Business is 
good; jobbers’ stocks are complete, 
with no indication of price change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Water Pails.—8 at., $2 per doz.; 10 
qt. $2.20 per doz.; 12 qat., $2.60 per 
0Z.; 14 qt., $2.85 ber doz. 
Wash Tubs.—No. , $5 15 per doz.; 
$6.35 per doz.: Ode: 2, $7.15 per 
= we. 3, $8.50 per doz. 

Light Well Buckets.—10 qt., $4.50 
per doz.; heavy well buckets, 10 at., 
$5.50 per doz. 

Oll Cans.—1 gallon, $3.60 per doz.; 
5 gallon, $7.50 per doz. 


GRAIN CRADLES.—The demand is 
slow. Stocks are only fair, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
14 fingered grain cradles, $4.50 
each, 


HOES. — Business is slow, stocks 
broken, prices very firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

Scovil “_—. No. 00, $11.50 per doz. 
a? No. $11. 75 per doz. list; No. 

$12 ag y B list; No. 2, $13 per doz. 
list: No. 3, $14 per doz. list. 

Scovil Hoes less 45 per cent dis- 
count. 

Handled hoes with 5 foot handles, 
regular cotton hoes with goose neck 
or straight shank, 6% in. blade, $7.95 
od doz.; 7 in. blade, $8.25 per doz.; 

% in. blade, $8.60 per doz.; 8 in. 
blade, $8.90 per doz. 

Cotton Choppers hoes with 5 foot 
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poamien, 8 in. blade, $8.60 per doz. ; 
in. blade, $9.50 per doz.; 10 in. 
4 $10.10 per doz. 
LADDERS, STEP.—Business is only 
fair, stocks well assorted, prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. gee GA.: 


Competition grade, 4 $1 each; 
5 ft., $1.25 each; 6 ft., $1.50 ‘each; 8 ft., 
$2 each. 


LAMPS.—Orders are only fair, stocks 
complete and prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

Coleman No. CQ329, $6.25 each; 
No. L327 lanterns, $5.25; No. L427, 
$6. Plain glass lamp bowls, in car- 
tons of 12, $3.50 per dozen and up. 


LANTERNS.—Business is fair, stocks 
complete and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Monarch, $8.25 per dozen; DeLite, 
$13.50; No. 210, $7.50; No. 150, $8.50 
No. 160, $12; No. 160BR, brass fount 
and red frame, $18. 


LAWN GOODS.—Business is good; 
stocks are complete; no price change 
expected this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Ball 4 lawn mowers from 
$7.50 up. Plain bearing lawn mowers, 


Water hose, % in. by 5 ply, 7c. per 
foot; % in. by 5 ply, 8c. per foot; % 
in. by 5 ply, 9% c. per foot; in 25 foot 
lengths, 50 feet and longer, 1c. less. 

Hose nozzles are $4 to $6 per doz. 

Rain King Sprinklers, $2.25 each: 
Giant King Sprinklers, $7.50 each; 
Ring Sprinklers, 50c. each. 

Hose reels, $3.35 up; hose couplings, 
% to ™ in., $1.25 doz.; clinch coup- 
lings, $1.75 per doz.; galvanized hose 
clamps, % to % in., 25c. per doz. 

Hose washers, 60c. per Ib. 

Galvanized sprinkling cans, 4 qt., 
$6.50 per doz.; 6 qt., $7 per doz.; 8 
qt., $8 per doz.; 10 qt., $9 per doz.; 
12 qt., $10.75 per doz. 


NAILS.—Business is increasing with 
competition keen. Stocks complete and 
prices unsettled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$3.15 per keg, base is quoted, 14% 
inch polished staples, $4.25 per keg; 
% inch galvanized staples, $6.50 per 
keg. 
POULTRY NETTING AND SUP- 
PLIES.—Business is still good; stocks 


well assorted; no price change. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Hexagon and straight line netting 
at list as follows, for No. 20 gage, 
Se gege before weary as x 

4.95 per roll; 18 x $7.12 per roll; 
4x 1, $9.08 ps Fy 30 x 1, $10.83 

r roll; 36x 1 = o per roll; 48 x 1, 
$16. 50 per roll; 6 $20.63 per roll; 
2x 1, $24.75 Per ‘el: 12 x 2, $2.14 
per roll; 18 x 2, $3. *' per roll; 24 x 2, 
3.92 per adc’ 30 x 2, $4.68 per roll; 
6 x 2, $5.35 per roll; 48 x 2 
per roll; 60 x 2, $8.91 per roll; 72 x 2 
$10.69 per roll. e above prices are 
list pany subject to a discount of 60 


per cent. 
Orinisee, eo py 1, $2.00 per 
doz.; No. $2.75 per doz.; ; No. 24, 


$4.00 per FM ioe 32, 75c. per doz. 

Feeders.—No. eR 85. or doz.; No. 
12, $1.65 per doz.: No. $1.65 per 
doz.; No. 28, $2.50 per a. 

Double Feeding Troughs.—No. 58, 
$2.50 per doz.; No. 59,, $3.60 per doz.; 
No. 60, $4.75 per doz 

Large Fenderectie. 140, $9.70 per 
doz.; No. 141, $14.50 per doz. 


REFRIGERATORS.—Business is good 
for jobbers and retailers; stocks are 
slightly broken, with prices firm. 


JOBBERS’ quer Aree TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Competitive line of refrigerators. 

Top icers, 35 Ib. ice capacity, $9.50 
each; 55 Ib., $11.50 each; 65 Ib., $13.50 
each; 95 Ib., $16.50 each. 

3 door front ee. 40 Ib. capacity, 
$13.75 each; 60 , $17 each; 65 Ib., 
$20.50 each; 95 Ib., "$23 each; 125 Ib., 
$24.50 each; 135 tb, $27.60 each. 


ROPE (COTTON).—A good volume of 
business is being booked for future 
shipment. Prices very firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Cotton rope is quoted at 28 to 36 
cents per pound. 
SCREEN GOODS.—Business is good: 
stocks are complete, with no indication 
of change in price. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Screen Doors.—3 x 7, No. 240, $18.50 
per doz.; No. 240G14, $20.50 per doz.; 
No. 301, $26.75 per doz.; No. 301G14, 
$28.75 per doz. 

Screen Windows, Wood Frame.— 
No. 2437, $5.50 per doz.; No. 3037, 
$6.85 per doz.; No. 3637, $8 per doz. 

Screen Windows, Metal Frame.— 
No. M2437G14, $9.85 per doz.; No. 
M2837G14, $10.85 per doz. 


STOVES, OIL COOK.—The demand is 
increasing; stocks are full and prices 
firm. 





JOBBERS’ QUOTATIONS TO RE. 

eo F.0.B. ATLANTA, GA.: 

esco Oil Cook Stoves, 2 burner, 
$18, 50 each list; 3 burner, $23.50 each 
ist; 4 wvurner, $29.50 each list; 5 
burner, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 _ per 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 30 
per cent discount. 

“Perfection.”—No. 72, burners, 
$17.50; No. 73, 3 burners, F22. 50; No. 
74, 4 ‘burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

“Puritan” (Improved Model).—No. 
42, 2 burners, $17.50; No. 43, 3 burn- 
ers, $22.50; No. 44, 4 burners, $28.50 
Puritan discounts the same as Per- 
fection. 

“Coleman.’"—No. 322, range, $114; 
No. 328, range, $72; No. 325, range, 
$45; No. 329, range, $52.50; No. 324, 
range, $39; No. 330, range, $34.50. 

Coleman dealers’ discount, 33% per 
cent. 


WIRE PRODUCTS.—Orders are satis- 
factory, stocks ample, with no change 
in prices. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
ee | Smooth Wire Black Galvanized 


e Per 100 Ib. Per 100 Ib. 
6 to 9 $3.50 $4.00 
10 3.55 4.05 
11 3.60 4.10 
12 3.65 4.15 
14 — 4.45 
16 4.20 4.85 
Bright Nails.—$3.15 per keg base 
) 


Barb Wire.—Per 80-rod spool; 2- 
point light cattle, $2.50; 2-point light 
hog, $2.75; 4-point heavy cattle, $3.40; 
4-point heavy hog, $3.60. 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11 
-$7. 85; 1446- 1215, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-14 
$4.85; 2158, 5.50. 

Steel ‘Fence Posts.—‘‘T”’ galvanized, 
5 ft., 55¢e. each; formed painted, 35c. 
each: — galvanized, 6% ft., 65c. 
each: formed painted, 45c. each; ‘‘T” 
galvanized, 7% ft., 70c. each: Rene’ 
painted, 50c. each; “‘T’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Wire Screen.—Fair weather in- 
creases orders. Prices quoted f.o.b. 
Atlanta. 

12-mesh, black, $1.85 per 100 sq. 
ft.: 14-mesh, galvanized, $2.60 per 
100 sq. ft.; 16-mesh, galvanized, $2.99 
per 100 sq. ft.; 16-mesh, bronze, 
$6.50 per 100 sq. ft. 





No Important Price Changes Reported 
by Pittsburgh Hardware Jobbers 


(Pittsburgh office of HARDWARE AGp) 


PITTSBURGH, July 31.—No important price changes have been re- 
ported by hardware jobbers here and business seems to be on about 
the same level as last week. Some items are having a very good 
sale, among them haying tools, beverage and preserving equipment. 
Screen goods have evidently passed the peak in sales for the year, 
but orders are still coming in. A let-down has been noticed in paints 


and painting supplies. 


The call for ice cream freezers is fair and jobbers have shipped 


“out many cases of loaded shells. 


The record for the first seven months this year does not com- 
pare favorably in volume with the same period last year. Collec- 


tions remain the same. 





AUTOMOBILE TIRES AND TUBES. 
—Sales of tires through the hardware 
trade is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield Tires.— High pressure, 
cord, 30 x 3% in., extra size, $7.25 
each; straight — $9.10; 31 x 4 
$11.40; 32 x 4 in., $12.10; 33 x 
in. $12.70, 32 x 4% in., $15.95; 33 


$8 00: 30 x 5 in., $10.75; 31 x 5 in., 
$11.20; 30 x 5.25 in., 20 in. rim, $12.50; 
30 x 6 y $16.60; 32 x 6 in., 20 in. 
rim $17.4 

Tubes. High pressure, tan, 30 X 
3% in., clincher, $1.40 each; 31 x 4 
in., $2.10; 32 x 4 in, $2.20; 33 x5 


in., 2.70; 34x 4 $2.80; 33 x 5 
n.. $3.55: gray tu - ‘sell 15c. to 50c 


-_ he 
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less; balloon sray, 29 x 4.40 in., $1.65; 
30 x 5 in., $1.95; 31 x 5 in., $2.05; 30 
x 5.25 in., 20 in. rim, $2.25; 32 x 6 
in., $2.65; 33 x 6 in., $2.85. 


BATTERIES.—Fairly good call is re- 
ported for flashlight batteries and dry 
cell radio batteries are moving fairly 
steadily, but not in the volume of a 


few months ago. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. PITTSBURGH: 
Broken Unit 
Packages 

No. $2.53 

No. 

No. 

No. 

No. 


No. 767 2 ‘ 
No. 6 dry cells, ignition type unit 

packages, 3244c. each. 
Flashlights.—No. 935, 914<« each; 

No. 950, 9%c.; No. 790, a: No. 

705, 28¢.; No. 750, ge No. 7 61, 25e. 
Hot Shot.—No. 1461, $1. 67; No. 1661, 

$2.37. 

BOLTS, 


more business than they are doing. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 50 and 10 per 
cent off list. 

Nuts.—All styles, 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BEVERAGE AND 


60 per cent off 


for bottles, caps, cappers 


serving accessories. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bottles.—Crown, 14 oz., $6 per 
gross; 28 oz., $8. 40; lightning stopper, 
14 02z., $7.50: 28 oz., $9. 

Caps. —In single gross lots, 18¢. per 
gross; 10-gross lots, 17c. per gross; 
50-gross lots, 16c. per gross. 

Cappers. — Everedy, $9 per doz.; 
Indestro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots, strainer stand, $4 per dozen; 
strainer bag, $2 per dozen; filter bag, 
$4 per doz. 
_Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, $3.50. 

Mason Jars.—Pints, $8.80 per gross; 
quarts, $10.10; 2 quarts, $13.15. 

Jar Rubbers.—Double lip red, 80c. 
per gross. 

Cannings Racks.—No. 1, single jar, 
70c. per doz.; No. 2, jar, $3.60 per 
doz.; jar wrench, ibe. per doz. 

Fruit Presses. —Enterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 at., $4. 30: 12 qt., $6; Brighton, 2 at., 

3 each: 4 qt., $4. 50; 10 qt., $7. 

Cider’ Presses. —Eagle, single tub, 
$12.10 each; Eagle Junior, $24; Cant- 
clog, single tub, $14.85. 

oat Choppers.—Enterprise, No. 

$5.25 each; No. 22, $9; No. 32, $11. 
rae and Slaw’ Cutters.—Slaw 
cutters. Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs.— 

R White White Oak 
Oak Charred 

$2.40 

. . 2.85 

15-gal. 3.20 

20-gal. 2.25 . 3.75 
25-gal. f : 4.35 
30-gal. I 4.50 
50-gal. 6.50 


BUILDERS’ Fo is 
just a fair demand for this line, al- 
though it is steady enough. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 


NUTS AND RIVETS.—Pr.ces 
are holding firmly, but both jobbers 
and manufacturers say they could do 





PRESERVING 
SUPPLIES.—There is a good demand 
and oak 
kegs and an increasing interest in pre- 








lots, in 3 in. x 3 in., $18.50 per 100 
pair; 34% in. x 31% in., $19; 4 in. x 4 
in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80 
extra heavy, | re 6 in., $2.30 per doz.; 
8 in., $3.40; 0 ‘in. og $5. 40; light strap, 
with’ pn Ry packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 
pair; 4 in., $12.60. 

Hasps.—Hanger, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 05; safety, 3 in., 
97c. "per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


ELECTRIC FANS.—Weather 


still is good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Polar Cub, black, 6-in., each in 
lots of 12, $2.85; 8-in., $3.20; in lots 
of 12, $3; 10-in. stationary, $4.60; in 
lots of 6 27 35; oscillating, $7; in lots 
of 6, $6. 


FARM, 


there is some call for 


noted of watering equipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Forks, Rakes and WHoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 41 
$15.24; spading forks, No. 84, $10. 84 
per doz.; No. 72, $14.28; garden rakes, 
No. 014, $5.64 per doz.; No. 512, $8.64 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, $5; No. Bn 
$7.75; No. 45, $4.50; No. 35, $5.75; N 
25, $6.25. 

Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 

“ete Hooks and Shears.—Hooks, 

7, $2.50 per doz.; No. 450, $4; Ger- 
al $3.60; English, $7; Shears, No 
360, $3 per doz.; No. 380, $3. 60: No. 
520, $5.50; No. 525, $7; No. 540, $6; 
Duclip, $10.80. 

Shears.—Pruning, No. 25, $2 p 
doz.; No. $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in. blades, $1.25 to 
$1.75 each; 9 in., $1.40 to $1.90; 10 in., 
$1.60 to $2. 

Pruners.—Tree, water, $1.30 to $1.60 
each; Division, $2 to $2.10; Rockdale, 

5 to $1. 65; McKinney, $2.60 to 


Reels and Nozzles.—Garden 
hose in 50-ft. rolls, % in., 9c. per ft.: 
5g in., 9144c.; % in., 11c.; nozzles, $3.60 
to $6 per doz.; reels, $1 to $4 each. 

Sprinklers.—Ring, 50c. each; Rain 
King, $2.35; _— Rain King, $7.50; 
Pluvius, 

Sprinkling ‘Gans. —Galvanized, 4 qt., 
$6 per doz.; 6 qt., $6.60; 8 qt., $7.50; 
10 qt., $8.40. 

Lawn Mowers.—12 in., $5 to $8.75; 

$5.25 to $13; 16 in., $5.75 to 

50; 18 in., $8.50 to $14; 20 in., 
$10.50 to $15. 


HAYING TOOLS.—This is an active 
line as weather is very favorable to 
haying. Scythes and snaths are par- 


ticularly active. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Forks.—Three-tine, $7.45 to $15.60 
per doz.; 4-tine, $13.32 to $14; bale 
forks, double harpoon, No. 313, $1.75 
each; single, No. 319, $3.50. 

-Rakes.—No. 2, $3. 25 per doz.; No. 


’ Carriers.—No. , $7.50 each; No. 20, 
$7.50; steel trae” for No. 5 carrier, 
17\e. per ft. 

Scythes and Snaths.—Scythes, 
steel, $21 per doz.; welded blade, $18; 
Austrian, 14.20; snaths, No. 50, $13.56 
per doz.; Austrian pattern, $12. 


INSECTICIDES.—Hot weather is re- 
sponsible for a heavy increase in plant 
vermin and consequently for a strong 


demand for correctives and sprayers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Insecticides.—Arsenate of lead, pow- 
dered, 1-lb. packages, 25c. per Ib.; 


condi- 
tions favor the use of fans and demand 


~ AND LAWN.—Not 
much demand is noted for mowers, but 
most of the 
other items, with a good movement 


solid, 





100-lb. drums, iéc. per Bor- 
deaux ‘mixture, 1-lb. packgaes, 25c. 
per }b.; 100-lb. drums, 15c. per Ib. 

Sprayers. —i qt., $3.00 to $7.50 per 
doz.; larger capacities, $3.00 to $5.00 
each. 


ICE CREAM FREEZERS.—There is 
some demand from the country dis- 
tricts, but urban sales are light because 
of the common tendency of the city 
folks to buy instead of make their 
own ices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 Py $4. 10 each; 4 
qt., $5 am 6 at., 6.30 each; 8 qt., 
$8. 50 each ; 10 qt. sto 75 each; 12 qt., 
$14 each; 15 at., $17 each; and 20 at., 
$21.50 each. These are list prices 
which are subject to dealers’ dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 4at., 
$3.25 each; 2 qt., $3.90 each; 3 qt., 
4.65 each; 4 qt., $5.70 each; 6 qt., 
7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices, 
which are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

White Mauntain yee at., 
$5.60 each; 3 qt., $6.75 eac 4 qt., 
$8.25 each: 6 at., $10.45 each; 8 at., 
$13.50 each, and 16 qt., $18 each. 
These are list prices and are subject 
to dealers’ discount of 50 per cent. 

Blizzard.—1 qt., $4.65 each; 2 qt., 
$5.50; 3 qt., — 4 qt., $8; 6 at., $10; 
8 qt., $13; i0 qt., $17; 12 qt., $21; sub- 
ject to a discount of 55 and 1% per 
cent. 

Lightning.—1 qt., $4.65 each 2 at. 
$5.50; 3 at. — 4 at., 

8 qt., $13; $17; 12 q 
ject ‘to a bh, of 55 pow cent. 

Auto- Vacuum Freezers. — No. 1, 
$3.33 net No. 2, $4 net; No. 3, $5. 33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. —Bright galvanized, 
tapered, 2 qt., $8 per doz.; same size, 
enameled- galvanized, $10 per doz.; 4 
qt. size, enameled-galvanized, $18 per 
doz.; and 1 qt. size, Junior enameled, 
$4.80 per doz. These are net prices 
to dealers. 

Arctic tye soy Gt. 8: 2 et. 

, $5.55; 4 qt., $6.80; 6 qt., 

ot ar 10; 10 qt., $14.80; 12 

"$23.30. These are 

list prices. ” Siler quote dealers’ 
discount of 50 per cent off this list. 


PAINTING SUPPLIES.—There is usu- 
ally some recession in activity at this 
time of the year and this year is no 
exception. Turpentine is a cent a gal- 
lon lower, this being the only change 
in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gal.; lower grades, $2 (whits 
and dark greens, 12c. per gal. higher); 
white lead, 13%c. per Ib. in 100-Ib. 
lots; 10 per cent less in lots of 500 Ib. 
or more, and extra 4 per cent less im 
lots of a ton or more; turpentine, 71c. 
per gal. in barrel lots; raw linseed 
oil, 11.8c. per )b. in barrel lots, 


SCREEN WIRE GOODS.—Demand has 
lost some of its recent snap, but is 
good for this time of the year when the 
bulk of the requirements usually have 
been supplied. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Screen Wire Cloth.—Black, $4.80 
ad sq. ft.; opal, $2.10; bronze, 


Screen Doors.—2 ft. 8 in. x 6 ft. 
in., No. 241, $18 per doz.; No. 288, jes: 
No. 457- G12, $22; No. 3i5- B14, $4 

Screen Windows.— Wooden frame, 
extension, 12-33, $3.30 per doz.; 15-33, 
$3.85; 18- 33, $4.40; 24- 33, $5.10. 
oe tite Cloth.—24 in. x 48 in., 
No $4 per 100 sq. ft.; No. 3, $4.30; 
No. $4.65; No. 6, $5; No. 8, $5.50. 

Poultry poy talvanized after 
weaving, 50 and 10 per cent off list. 


SWINGS.—Fairly good demand is no- 
ted for porch and lawn swings, since 
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the weather has been favorable to 


sitting outdoors. 


JOBBERS’ SoOTATIONS TO RE- 
TAILERS, F.0:B. PITTSBURGH: 

Lawn, $8 each; porch, hardwood, 
4 {t., $6 to $8 each; 5 ft., $7 to $10; 6 
ft:, $8 to $12; springs, 30¢. to 40c. per 
pair; chains, 45c. to 80c. per set and 
$1.85 to $2. 25 per 100 ft. 


VACUUM BOTTLES, JUGS, ETC.— 
These lines respond favorably to the, 
fact that the automobile touring season 


is at its peak. 


JOBBERS’ bE dea ia! | mB RE- 
TAILERS, F.O.B. TTSBU 

Vacuum’ Jugs, "sees and’. Bottles. — 
Little Brown jugs, $2.25 each; .Alad- 
din jugs, $2.75. each; Universal jar 
No. 600, $4.40 each; bottles, pints, 
90c. each; quarts, $1. 60 each; all steel, 
pints, $4.75 each; quarts, $5. 40 each; 
2 quarts, $6.75. 





WIRE PRODUCTS.—Not much de- 
mand is noted for fence and fencing 
supplies. Nails are selling steadily, 
but in small lots. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 





per 100 Ib. Annealed Galvanized 
No. A to 9 gage....... $3.05 $3.50 
. 3.10 3.55 
3.60 
3.70 
3.85 
4.05 
4.20 
‘ 4.45 

Barbed Wire our 80-rod spool): 

DE MEG: ns cGharsdewess cree $2.97 
Ss ee 3.18 
ag” Ee ee ee 3.43 
SAE EEO S555 dle A KS ace wey 6 3.17 
2-point cattle (special).......... 2.25 





Field Woven Wire Fence (per 100 


rods): 
BOUUPER: Se canta sae cueceacebs des $39.80 
SOM wind a ctoesa senate ees 55.80 
OPER” ys Ci'vkin dpe co CKareuseen dae 27.70 
Ss ge MEET EL OCT EE CLE TT OE 37.00 
PMI onc 53k 6020's baled Mpawk <5 35.80 
EOE 5.5% Fane Ce aG RRS eR eee 49.20 
Poultry and rabbit (No. 14 gage) 
BU ED. hocks ts cseSbak as aaah se $36.50 
ME cieinas ccs parser ees 44.00 
PR FREUD Sicrotscsavegatersediae 49.50 


Steel Fence Posts: 
Galvanized Painted 


Tubular Formed 
ke Are §0c.eneh ...,...... 
fr 55c.each 38c. each 
cS. SG wep aweree 65c. each 40c. each 
. See ee es 45c. each 





Bright nails, base, per keg, $2.90. 


Business in New England Is Holding 


Up Well—Embraces Many Kinds of Goods 


BOSTON, July 31.—July goes out as a generally satisfactory month 
with both the hardware jobber and retail dealer. 
sales are of average volume, if comparison is made with a year ago, 
and involve many kinds of merchandise. 
lic demand for vacation goods; a demand for summer toys; as well 
as a good call for standard hardware, such as screen doors, lawn ac- 
cessories, hammocks, garden and haying tools, screen cloth, paints, 
nails, hangers, builders and garage hardware and a long list of other 
In connection with lawn accessories, sales of garden 
hose, while not active, have been better as a result of less rain of 
late. Marine hardware, rope, cars and similar stock are selling re- 
markably well in certain localities along the New England coast. 

To be sure, retail business is spotty. Business in mill towns and 
cities generally is not good owing to labor troubles or refluced plant 
But the retail trade in general is doing very 
well, and that fact is substantiated by reports from jobbers, both as 
regard the number of orders passing through their houses daily 
and a somewhat easier credit situation. 
terested in merchandise wanted for immediate distribution, but for 
Competition for retail orders is still keen, say jobbers. 
Because of the conservative character of each order received from a 
retailer, and because of the competition for business, jobbers say 
it is costing more than ever before to do business. 


merchandise. 


operating schedules. 
fall as well. 


AUTOMOBILE ACCESSORIES.—New 
England is filled with summer guests. 
A great many of. them come from the 
South and Far. West by automobile, 
which means tires. must be replenished. 
Many like to have a memento of New 
England to take back home with them, 
and very often it involves some kind 
of an automobile accessory. The acces- 
sory business, therefore is quite good, 
and those retail hardware dealers that 
make a specialty of such merchandise 
are sharing in the prosperity. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Tires. — Mansfield _ line, ‘Clincher, 
heavy duty, 30 x 3 $7.25 each; 
straight a. 30 x 3 $9.10; 31 x 
4, $11.40; 10; x oth’ 
$15.95; 34 x 4%. $i7 15; "35 x 5, $23 
Tires.—M Mansfield | line, truck, 8 PY 
32 x 4%, $20.55; 33 x 4%, $21.30; 34 





(Boston Office of HarpDWaRE AGE) 
Current retail 


There is the expected pub- 


Retailers are not only in- 


x 4%, $22.05; 33 x 5, $28.95; 34 x 5, 
$31.15; 35 x 5, $31.85; 10 ply, 32 x 6, 
eet 36 x 6, $46.60; 34 x 7, $60.15; 
= x i es .35; 12 ply, 36 x 8, $85.35; 

40 x 
Tires Mansfield line, balloon, 27 
x 4.40, $7.60 each; 30 x 4.50, Bo 90; 
29 x 5.75, $10.05; 30 x ote, oe _ 
U , x 


Biro; 31 x 6.20, 320 60; 32 x 6.20, 
20.85; 32 x 6.75, $22 
Tubes.—In lots of tee than six, 


Mansfield line, 30 x 3, 31, 30 each; 30 


in lots of six or less, 28 x 4.7 1.85: 
29 x 4.75, $1.90; 30 x 4.75, $i 8; 30 x 
4.95, $2.05; 20 x 5.00, $1.95; 5, 





$2.05; 30 x 5.25, $2.25; 30x 550, * 70! 


30 x 5.77, $2.65; 33 x 5.77, $3; 31 x 
6.00, $2.55; 3 x 6, “Fi 32'x 6.20, $3; 
32 x 6.75, $3.50; 34 x 7.30, $3.85. 

Discounts.—An extra 5 per cent 
discount from the previous prices is 
allowed. 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns. —Klaxon, quantities less 
than $50 in list value, 35 per cent dis- 
count; in $50 to $199 value, 40 and 5 
per cent discount; in $200 value, 50 
per cent discount. 

Tire Chains.—One to nine sets, 30 
per cent discount; 10 to 49 sets, 35 
per cent discount; 50 to 99 sets, 40 
per cent discount; 100 to 149 sets, 
40 and 5 per cent discount; 250 sets 
and more, 40 and 10 per ‘cent dis- 
count. 

Auto Clocks.—Westclox line, plain 
vel. $1.50 each net; luminous dial, 


BICYCLES AND TIRES.—In this age 
of automobiles and flying machines it 
is remarkable how the bicycle business 
holds up. Retail dealers are by no 
means rushed with orders yet there 1s 
a steady flow of calls for bikes passing 
through jobbing houses. 

JOBBERS’ SvorA TO RE- 
TAILERS, F.O.B. BOSTON: 

Bicycles.—Men’ 8, 20 in., $30.50 each 
net; 22 in., $30.50; arched bar, $31.25; 
saotet bike type, with double bar, 
$32.75. Women’s, 20 in., $32.75; boys’, 
18 in., $29. 

Tires. —Guaranteed, lots of 25 pair, 
$2.75 per pair net; ‘Thornproof, lots 
of 25 pair, $3.40 per pair. 

CAMP STOVES.—Retailers, who last 
season carried over stocks of camp 
stoves, in numerous instances have 
cleaned up and are in the market for 
new supplies. Buying on the part of 
the retailer, however, is cautious. 

JOBBERS’ 1 ag TO RE- 
TAILERS, F.O.B. BOsTO 

Camp Stoves.—No. 38 50 each 
net; No. 9, $6.25; at $4.70 


CELLAR WINDOW WIRE.—There is, 
perhaps, a little freer movement 0 
cellar window wire out of retail and 
jobbing stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Cellar Window Wire. — Standard, 
three mesh, 24 to 48 in., $4.45 per 100 
sq. ft., net: 12 to 20 in., $4.70 , 


CLAM DIGGERS.—The clam season is 
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at its height and many people who 
visit New England in August will want 
clam diggers, which perhaps explains 
a somewhat larger movement of such 
tools out of jobbers’ hands the past 
fortnight. 
JOBBERS’ yg ep ta TO RE- 
TAILERS, F.O.B. BOSTON: 


Clam get nang tine, 26 in. 
handle, $14 per doz. net; six tine, 
extra heavy in, handie, $19.45; 
four tine, broad, 26 in. handle, 
$11.60. Ipswich pattern, four tine, 
riveted, $12.55. 


CLIPPERS.—While a long way from 
active, there is a better market for 
toilet clippers, presumably the result 
of real summer weather. Most retail- 
ers have a fairly good stock and there- 
fore their buying is confined to filling- 
in orders. 

JOBBERS’ QUOTATIONS | TO RE- 
TAILERS, F.O.B. BOSTON 

Clippers.— Toilet, Plymouth, No. 0, 
90c. each net; No. 00, 90c.; May- 
flowers, No. 00, 90c.; American Gen- 
tleman, . 00, $2; No. 000, $2; 3 
cess, No. $1; Coronet, No. 000 
Brown & a narrow plate, $4. 30 
each list, discount 25 and 15 per 
cent. 

Clippers. — Horse, No. 169, $1.75 
each net; No. 189, $1.56. Horse clip- 
ping machines, No. 1 ball bearing, 
$14 each list, discount 30 per cent. 

Sheep Shearin Machine. — Ball 
bearing, No. 9, $24 each list; discount 
30 per cent. 


CROQUET SETS.—Further optimistic 
reports are had from jobbers regard- 
ing croquet set sales. It begins to look, 
they say, as though they would clean 
up stocks this season. Earlier in the 
year the outlook was anything but 
encouraging. 


JOBBERS’ QUOTATIONS | TO RE- 
TAILERS, F.0O.B. BOSTON 


Croquet Sets. ory makes, 5% 
in. mallet, 4 ball, No. $2.50 per set; 
No. H, $2.80; 8 ’ball, Se B 0; 
in. mallet, 8 ball, No. N, $4.25; 8 in. 
aa. te 4 ball, No. AA%, $4.50; No. 


FILES.—A surprisingly large number 
of files have been sold by the hardware 
trade since Jan. 1, last. There is noth- 
ing spectacular about business, only a 
steady flow of goods out of jobbers’ 
stocks and into consumption. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Files.—Nicholson line, 50 per cent 
discount; Arcade, 60 and 10 per cent. 


FLASHLIGHTS —Vacation flashlight 
Tequirements are developing larger 
than most jobbers anticipated. Ap- 
parently the average retailer allowed 
stocks to get down to a minimum, and 
it did not take much of an increase in 
public demands to start what may be 
called a real retail buying movement. 
JOBBERS’ QUOTATIONS _TO RE- 
TAILERS, F.0.B. BOST 


_ Flashlight rot laa line, 
No. 2602, 60c. each net; No. 2604, 62c.; 
No. 2612, $1.01; No. 2616, 94c.; No. 
2619, $1. 33; No. 2630, 78c.; No. 2631, 
62e.: No. 3632, $1.07; No. 2633, $1.33; 


$2.60; No. 2695, $2.28: No. 2697, 
$1.43: No. 2642, $2. 30; No. 2644, $2.47; 
No. 2646 $3. 41; No. 4753, $2.50; No. 
6993, $1.37. 
mina Lam pe Fe. 1180, 10c. 
_ list; No. 1197 ge No. 1162, 
No. 1161, 11c.; ‘No. 1198, 9c.; No. 
a 9c.; No. 451, i0c.; No. 1117, ‘11¢.; 
No. 926, assortment, $9. 


FLOATS.—Beaches are te these 


days with youngsters as well as grown- 
ups, and there is a market for floats, 
as is attested by the business being 
done by those retailers who are push- 
ing such merchandise. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Fioats.—Torpedo, large, No. 15, $10 
per doz. net; Junior, No. 14, $8. 
FLY PAPER, sige of fly 
paper, ribbon, sprays and sprayers are 
holding up splendidly and interest in 
tree tanglefoot is growing daily. It 
has been a mighty good year in this 
class of merchandise. 
JOBBERS’ eet ae. TO RE- 
TAILERS, F.O.B. 
Fly Paper.—8 x be sy = case lots 
(five cartons), St 
Sprays.—% pints, $4 per doz. Bet 
pints, $6; Ceaste $10; gallons, $32 
Sprayers.—Standard makes, $2. 80 
per doz. net. 
Ribbon.—In case lots (four car- 
tons), $3.50 net. 
Tree Tanglefoot.—1 lb. can, $4.80 
per doz.; 5 lb. can, $22 per doz.; 10 
Ib., $42; 25 Ib., $96. 
FLY SWATTERS.—The hardware 
trade likewise has sold a lot of fly 
swatters so far this summer and there 
is no indication public demands have 
been satisfied. 
JOBBERS’ > fle ond TO RE- 
TAILERS, F.O.B. BOST 
Fly Swatters.—Velvet, * per gross 
net; Orile, $7.50. 
FOOD CHOPPERS.—In §anticipation 
that food choppers will be required by 
housewives before long in connection 
with putting up preserved fruits, vege- 
tables and mincemeat, certain retail- 
ers are beginning to order in stock. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Food Chaban: Rectiot, No. 1, 
$2.70 each list; No. 2, $3.30; No. 3, 
$4.20. Discount 40 and 5 per cent. 
Universal, No. 00, $1.25 each net; No. 
1, $1.52; No. 2, $1.86; No. 3, $2.37; 
No. 323, $2.20; No. 331, $3.38; No. 
333, $3.72; No. 304, $5.91; 4 
$9.43. Enterprise, No. 5, $2.26 each 
net; No. 10, $3.82; No. eel, $1.39; No. 
602, $1.74; No. 703, $2,2 


GRASS HOOKS.—As le be ex- 
pected at this time of the year, there is 
a call for grass hooks, which bids fair 
to outdo the 1927 record. 

JOBBERS’ QUOTATIONS | TO RE- 
TAILERS, F.O.B. BOSTON 

Grass Hooks.—Lawn ine $6.50 
per doz. net; Little Giant, $5.25; Re- 
liance, No. 70, $2.75; Kelley brier 
edge, $4.75; hand made, $4; Atkins 
Perfection, $4.60. 


INSECTICIDES.—Sales are holding 
up remarkably well. Retailers require 
all kinds of stock. In numerous in- 
stances good turnover records have 
been established by retail stores. 

JOBBERS’ Oe aro: TO RE- 
TAILERS, F.O.B. BOST 

Hellebore.—Powdered, ik 4” Ib. 
packages, 48c. per Ib. net; lb., 
35c.; 1 Ib., 27c. 


Pine Tar.—In cans, % pints, $1.10 
pers. doz. net; pints, $1.65; quarts, 


Crow Repelient.—Stanley’s small 
containers, 70c. each net; large con- 
tainers, $1.05. 

In-A-Minute.—Insecticide, $3 per 
doz. net. 

Bug Death.—One lb. packages, $1.44 
per doz. net; three lb., $3.75; five Ib., 
a 12% Ib., $13.50; 100 ib., $7.50 
each. 


OARS AND OARLOCKS.—As _in- 
timated in the introduction, there is a 





steady although not great call for 
oars and oarlocks. The best quality 
of stock apparently is selling better 
than the poorer. 


JOBBERS'’ eT Aen. TO RE- 
TAILERS, F.0O.B. BOSTON 


Oars.—Northern fir, copper tipped, 
18c. per ft. net. 


Oarlocks.—Standard pattern, No. 1 
20c. per pair net; No. 2, 27c. Roun 
socket, No. 1, 36c. North River pat- 
tern, No. 200, 28c. 


POTATO HOOKS.—Retailers are still 
sending orders for potato hooks to 
jobbers. It has been a very good sea- 
son. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Potato Hooks.—No. 5, $11.85 a doz.; 
No. 6, $12.80; No. 5BN, $11.85; No. 
6BN, $13.05. 


TOE CALKS.—There has been quite a 
drop in driving toe calks, but no change 
in the cost of other kinds. Driving 
calks, formerly $23.50 per 1000, are 
now $19.15 for 7/16-in. stock, while 
%-in., formerly $24 are now $20, and 
9/16-in., heretofore $24.50, now $20.50. 


TOILETS.—Chemical toilets are sell- 
ing better than they have been, but 
there is no real pep to business. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Toilets.—Eureka, chemic al, $7 sentth 
net dry chemical, $4.88 per doz. 
packages net; liquid, $1.35 a gal. 


WATCHES.—Vacationists are buying 
watches from retail dealers, and retail- 
ers, in turn are replenishing stocks. 
JOBBERS’ QUOTATIONS | TO RE- 
TAILERS, F.0O.B. BOSTON 
Watches.—Ingersoll line slain dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33; 
with radiolite dials, Yankee, $1.50 
Two in One, $1.67;. Eclipse, $2.17; 
Midget, --$2.50; Wrist, $2.67; Water- 
bury Chromium, plain dial, $3. 33 each 
net; radiolite dial, $4. New Haven 
line, Tip-Top, plain, $1 each net; 
radium, $1.48; Tip-Top, wrist, plain, 
$2.29; radium, $2.62,, New Haven, 
95c. Sports timer, $1.65. ' 


The Louver Window Ventilator 


The F.°E. Schumacher Co., Hartville, 
Ohio, recently placed on the market a new 
window ventilator, known as the Louver 
Window Ventilator. This product allows 
air to enter the room without causing a 
draft, the air coming in from the bottom 





and circulating throughout the upper part 
of the room, forcing out the impure air. 
It is so constructed that rain, snow, dust 
and dirt cannot enter the home. 

The Louver Window Ventilator has a 
hardwood frame with a steel center. There 
are 12 Louver openings in each section. 
Two sizes of this product are now being 
manufactured, one 8 in. high and extending 
to 31 in., and the other 11 in. high and 
extending to 37 in. wide. 
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Agricultural and Industrial iii 
Stimulates Cincinnati Hardware Market 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, July 31.—Improvement in agriculture and in indus- 
try throughout southern Ohio and Indiana has had a stimulating 


effect on the hardware business. 


The result has been that sales in 


July showed a remarkable recovery from the low point to which they 
had fallen in June and once again bookings for the year to date are 
on a par with those of 1927. Furthermore, indications are that the 
last five months of the year should be as good and possibly a little 


better, than last year. 


The increased volume of sales in the past month was by no means 
confined to either seasonal items or to staple goods, but was spread 


out over both. 


In fact, one of the most stabilizing influences in the 


market has been the steady demand for shelf merchandise. 
Firmness of prices is noted. Any tendency on the part of in- 
dividual jobbers to shade quotations in order to get business has 


disappeared, at least for the moment. 
quence was on square bevel inside sets. 


The only decrease of conse- 
Fall prices of stove pipe 


and stove board, recently announced, show an increase from those 


of 1927. 


In builders’ hardware there has been a good inflow of business, 
but automobile accessories have been quiet. 

Retailers in this district have been doing an average business. 
Credit conditions are considered fairly satisfactory. 





AUTOMOBILE ACCESSORIES 
—Business has fallen off and sales in 
July were from 5 to 10 per cent less 
than in the same month last year, 
while bookings for the first seven 
months of 1928 were 5 per cent below 
those in the corresponding period in 
1927. Tires and tubes are in fair de- 


mand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Tires and Tubes.—Beaver tires. 30 x 
3%, $5.45 each; 29 x 4.40, $6.70 each; 
Badger tires, 30 x 3%, $6.45 each: 
29 x 4.40, $8 each; 30 x 3% unguar- 
anteed cord tires, $3.70 each: 29 x 
4.40 unguaranteed tires, $4.65 each; 
Mansfield tires, 30 x 3% Liberty Cord. 
$5.45; heavy duty oversize, $7.25: 
32 x 4 Liberty, $10.20; heavy duty, 
$12.10; balloon tire, 29 x 4.40, $8.00: 
30 ak 5, $13: 32 x 6, heavy duty. $17.40: 
32 6.20, heavy duty, ris = 


gray, 27 x 4.40, $1.55; 29 x 4.40, $1.65; 
32 x 6, $2.65. 

Spark Piugs.—Splitdorf spark plugs, 
32c. each; 30c. in lots of 100: Ford 
spark plugs, packed one set of four 
to a box, $1.10 per box. 

Chamois Skins.—13 x 16 in., 38c. 
each; 14 x 18 in., 54c. each; 15 x 20 
in., 65c, each. The chamois skins are 
packed one to — envelope and 12 
envelopes in a 

Polish.—HLF _ in ¥% pints, 
packed 24 to a case, 50c. per % pint: 
HLF polish in pint bottles, packed 
12 to case, $1 per pint; HLF polish 
in quarts, packed six to a case. $1.50 
per quart. On the above prices there 
is a discount of 40 per cent on indi- 
vidual packages, 40 and 5 in cases, 
and 40 and 10 in. % gross lots. 


BOLTS AND NUTS.—Orders have 
held up well and prices are not ex- 
pected to change in the near future. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled- 





thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts, 
20 per cent off list; scuare, hexagon 
and tap nuts, 60 per cent off list. 


BUILDERS’ HARDWARE.—Sales are 
paralleling those in 1927. Building 
activities in this distict have been well 
sustained in the last month. Square 
bevel inside sets in case lots have been 
reduced to $4.75 per dozen. Otherwise 
prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75. 

Inside Sets. — Square bevel inside 
sets in case lots, $4.75. 


COOK STOVES AND OVENS.—Re- 
tailers are keeping good stocks on 
hand to meet current requirements, and 
shipments out of local warehouses 
have been about nomal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Gasoline-Pressure Cook Stoves.— 
Coleman; No. 322, $76 each; No. 329, 
$35 each; No. 328, $48 each; No. 325, 
$30 each; No. 324, $26 each; No. 330, 
$23 each. 

Pressure-Gas Cook Stoves. — Puri- 
tan No. 759, $128 each; No. 714, $38 
each; No. 713, $33 each; No. 703, 
$26.50 each. 

Oil Cook Stoves. — Perfection No. 
339, $140 each; Perfection No. 279, 
$120 each; Perfection No. 175, $39.50 
each; Perfection No. 74, $28.50 each; 
Perfection No. 73, $22.50 each; Per- 
fection No. 72, $17.50 each; Puritan 
No. 249, $122 each; Puritan No. 44, 
$28.50 each; Puritan No. 43, $22.50 
each; Puritan No. 42, $17.50 each. 

Ovens. — Perfection No. 211, $2.50 
each; Perfection No. 211G, $2.70 each: 
Perfection No. 122G, $6 each. 

Note.—On Perfection and Puritan 
cook stoves there is a dealers’ dis- 
count of 30 per cent and 5 per cent 
for 10 or more assorted sizes and of 
30 per cent for less than 10. On Per- 
—" ovens the same discount ap- 
plies 











CROQUET SETS.—Current business 
has been of fair proportions and prices 


| are firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

No. 5, four-ball set, $1.40; No. 10, 
six-ball sets, $1.70; No. A, eight-ball 
sets, $2; No. 3, eight-ball sets, $3.80; 
No. 1, eight-ball sets, $2.80. 


ELECTRIC FANS.—The extremely hot 
weather of the last two weeks has 
stimulated purchases of electric fans, 
Dealers have found desirable the estab- 
lishment of a policy of maintaining 
liberal stocks. 


GALVANIZED SPRINKLERS.—There 
still is a fair movement out of jobbers’ 
warehouses, despite the fact that the 
season is well advanced. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.: 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 
per doz,; 12 qt. sprinkling pots, $9.00 
per doz. 

GAME TRAPS.—Prices for the fall 
season have been announced and are 
printed below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 

Game traps No. 1, $1.38 per doz.; 
game traps No. 1%, $2.44 per doz.; 
wame traps No. 2, $3.36 per doz.; 
game traps No, 00, $1.10 per doz.; 
jump traps No. 1, $1.83 per doz.; 
jump traps No. 1%, $2.81 per doz.; 
double jaw traps No. 91, $2.93 per 
doz.; double jaw traps No. 91%, $3.90 
per doz. 


GARDEN HOSE.—Retail dealers are 
moving a fair amount of material and 
business this season has been up to 
nomal rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Rubber Hose.—5 ply, % in., 7c. per 
ft. in 50-ft. lengths; 6 ply, 1% in., 8%4c. 
per ft. in 50-ft. lengths; 7 ply, % in., 
10%c. per ft. in 50-ft. lengths; double 
braid in % in., 500-ft. coils, &%c. 
per ft. 


GUNS.—Prices for the fall season 
have been issued by local jobbers and 
are given below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Single-barrel shot guns, $6 to $10.75 
each; double-barrel shot guns, $13.50 
to $33.25 each; single-shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


HOES.—In this line sales have been 
rather light as the end of the season 
approaches. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. sizes, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9. 96 per doz. 

True tempered cotton ay in 6 in. 
size, $7. 44 per doz.; 6%, in., $7.68 per 
doz.; 7 in., $8.40 per doz 

Black finish hoes in . in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—Business 
continues in only fair volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Diamond nozzles, $3.60 per doz.; 
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Pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—Orders for replace- 
ment purposes have been small. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wooden hose reels, $14.50 per doz.; 
Victor iron hose reels, $2 each: No. 
10 iron hose reels, $3.55 each. Donley 
Alsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—Retailers 
have moved liberal stocks of ice cream 
freezers in the past two weeks, largely 
on account of the hot weather. Ship- 
ments by jobbers, therefore, have been 
good for fill-in purposes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

White Mountain.—1 qt., $2.43 each: 
2 qt., $2.83 each; 3 qt., $3.38 each; 
$4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each, 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each: 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each, 

Peerless.—1 qt., $2.95 each; 2 at., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


JUVENILE VEHICLES.—Sales have 
held up fairly well in the last two 
weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Scooters.—No. 109, $2.09 each: No. 
110, $3 each. 

Sidewalk Cycles.— No. 11, $11.50 
each; No. 12, $12.75 each. 
_Velocipedes. — No. 6, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each. 


LAWN MOWERS.—There has been no 
change in this line. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 


Cheap Grade.—12 in., $4.85 each: 
14 _in., $5.15 each; 16 in., $5.45 each. 


Ball Bearing.—14 in., medium grade, 
$8.15 each; 14 in., good grade, $9:25 
each; 14 in., best grade, $11 each; 
16 in., medium grade, $8.50 each: 16 


in., good grade, $9.75 each; 16 in., 
best grade, $11.50 each; 18 in., me- 
dium grade, $8.85 each; 18 in., good 
grade, $10.25 each; 18 in., best grade, 
$12 each. 


LAWN RAKES.—Fill-in orders are 
fairly satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wire lawn raks, $6.75 per dozen: 
wooden lawn rakes, $6.50 per dozen. 


NAILS.—Jobbers look upon the 
stability of the nail market with satis- 
faction, the movement of material out 
of local warehouses being good and 
prices firm. 

JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 


PAINTS.—Trade in July served to 
make up somewhat for the dullness in 
June. The amount of painting jobs 
under contract in this city is large. 
Prices are given below. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
ee | mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
‘8c. per gal.; turpentine, in 2-barrel 
lots, 68c. per gal.; white and red lead 


in 500-lb. kegs, 13%c. per Ib, less 10 
per cent. 


POULTRY NETTING.—There has been 
no alteration of quotations. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
_ Poultry netting, galvanized after, 
o0 and 10 per cent off list; poultry 
netting, galvanized before, 50, 10 and 
10 per cent off list. 


RAKES.—The volume of business 





placed this 
normal. 


ROLLER SKATES.—There 
demand for roller skates and retailers 
are carrying well-rounded stocks. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

True - tempered grade 12 - tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.56 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROPE.—Dealers are fairly well stocked 
with this item to meet current needs. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ocean Manila rope, 22%c. per Ib.; 
Sisal rope, l4c. per Ib. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—With pre- 
pared roofing in good demand, jobbers 
are doing a fairly satisfactory business 
in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper. — Light standard, 

$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 
_ Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c, per gal.: coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 26c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12%4c.; in 5-lb. cans, 9%4c. per Ib.; 
in 10-lb. cans, 9c. per.lb.; in 25-Ib. 
cans, 8c. per lb. Certain-teed cement, 
36 lb. to the case, $4.25 per case: in 
h-lb, cans, 12 cans to the box, 8c. 
per Ib.; in 10-lb. cans, 6 cans to the 
box, 7%c. per lb. 


season is regarded as 


SHEARS.—Fill-in 


is a fair 


SANITARY PRODUCTS.—No change 
of consequence is reported in sanitary 
products, which continue to sell at a 
normal rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 


Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qat., 
and dozen quantity, $1.75 per qt. 








Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner,. 16 oz. size, 
$1.20 per doz.; Met-L-Shyn, 8 oz. size 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz, size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1 per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and dozen cans to a car- 
ton, $4.50 per dozen. 

Hercules boiler liquid, quart cans, 
$2.25 each. 

Economy plumber, drain pipe 
cleaner, $2 per dozen 1-lb. cans, Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 











size is packed one, two and three 
dozen to a carton. The 2-Ib. size is 
packed in one and two dozen cartons. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 7! 
off list; flat head blue screws, 60 and 
21, off list; flat head brass screws, 
50, 10 and 10 off list; round head blue 
screws, 50, 10 and 10 off list; round 
head brass screws, 50 and 10 off list; 
bright wire goods, 85 and 25 off list. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Pruning Shears.—No. 1091S, $4.20 
per doz.; No. 25, $2 per doz.; No. 
2092V, $7.25 per doz.; No. 2192, $11.45 
per doz.; No. 4192F, $15.20 per doz.; 
No. 4155F, $31 per doz, 

Hedge Shears. — 8 in., $1.10 per 
pair; 9 in., $1.20 per pair; 10 in., $1.30 
per pair; lady's size, No. 100L, 80c. 
per pair. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Paragon sprayers, 30 and 5 off list; 
in lots of 5 or more, 35 off list. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 24 gage galvanized sheets, $4.75 
per 100 lb.; No. 24 gage black sheets, 
$3.90 per .100 Ib. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Stove Pipe.—29 gage u.c. crated 
pipe, 4 in., $10 per 100 joints; 29 
gage u.c. crated pipe, 6 in., $12 per 
100 joints; 29 gage u.c. crated pipe, 
7 in., $14.50 per 100 joints; 28 gage 
u.c, crated pipe, 6 in., $12.80 per 100 
joints; 28 gage u.c. crated pipe, 7 in., 
$15.35 per 100 joints. 

Elbows.—U.c. elbows, 4 in., 95c. per 
doz.; 6 in., $1.40 per doz.; 7 in., $1.85 
per doz. 


STOVE BOARDS.—Slight advances 
prices for the fall trade are noted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Paper-Lined Stove Boards.—24 x 24 
in., $6.85 per doz.; 30 x 30 in., $9.90 
per doz.; 35 x 35 in., $14.66 per doz. 

Wood-Lined Stove Boards.—24 x 24 
in. $11.40 per doz.; 30 x 30 in., $18.25 
per doz.; 36 x 36 in.,* $25.50 per doz. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 gal. cooler, $1.80 each; 3 gal. 
cooler, $2.05 each; 4 gal. cooler, $2.40 
each; 6 gal. cooler, $2.90 each; 8 gal. 
cooler, $3.90 each; 10 gal. cooler, $5 
each; Twentieth Century cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth Century cooler 
with bottle and stand, No, 500, in ma- 
hogany finish, $13.75 each; Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twen- 
tieth Century cooler with bottle and 
stand, No. 500, in white finish, $14.50 
each. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Kerosene-burning Perfection water 
heater No. 431A, $170 each; No. 4214, 
$80 each; No. 412, $40 each; No. 411, 
$33 each; No. 405, $23 each. 








SCREWS.—Prices are reported to be 
firm in wood screws, the demand for 
which is fair. 


sales have been 
sufficient to maintain interest in this 
product. 


SPRAYERS.—Here again replacement 
business has been in good enough 
volume to satisfy jobbers. 


STEEL SHEETS.—Jobbers state that 
sales of steel sheets have been light. 


STOVE PIPE.—Prices announced for 
fall are somewhat higher than 
year. 


last 


n 


WATER COOLERS.—Demand has 
been holding up well on account of the 
warm weather. 


WATER HEATERS.—Sales have been 
about normal. 
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Northwest Crop Outlook Very 


Good 


—Helps General Hardware Business 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., July 31.—The summer season is well ad- 


vanced. 


In fact, during the past two weeks crops have progressed 


more rapidly than for a period of five or six weeks before. Every- 
hing, barring some severe general conditions, indicates more than 
the five-year average yield in crops for the Northwest tributary to 


the Twin Cities. 


General rains of the past week have delayed hay- 


ing and cutting of grain to some extent, though not seriously. 


Building in the larger cities is less than a year ago. 
It is slack, however, at the present time, 


districts, it is fairly good. 


In the rural 


due to the progress of haying and harvest, and the attention that 


work demands. 
in ever increasing numbers. 


Tourists continue to pour into the Northwest States 
The merchants in all lines are coming 


to recognize the opportunity of catering to them and this phase of 


business is good. 


Prices are, for the most part, settled and firm. 





AXES.—Sales are steady, but light. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight axes, $16.50; 
double bit base weight, $21.50; single 
bit, unhandled, $15; double bit, $20; 
handled, single bit, $19.25; double bit, 
$24.25 doz. net. 


AUTOMOBILE TIRES AND TUBES. 
—Demand is very good with stocks 
being kept well filled to care for the 
trade. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 x 
3%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 4.40, 
$9.15; 30 x 5, $13; 32 x 6, heavy duty, 
$21.10; 32 x 6.20, heavy duty, $24.85 
each, less 5 per cent. Mansfield tubes, 
tan, 30 x 3, single lots, $1.50; case 
lots (12), $1.40; 32 x 4, single, $2.50; 
case (12), $2.40; 34 x 414, single, $3.10; 
case (12), $3; gray tubes, balloon 
types, 27 x 4.40, $1.80; case (12), $1.70; 
29 x 4.40, single, $1.85; case (12), $1.75; 
30 x 5, single, $2.25: case (12), $2.15: 
32 x 6, single, $3.10; case (12), $3; 
32 x 6.20, single, $3.50; case, (12), 
$3.40 each, less 10 per cent. 


BOLTS.—Deliveries are fair with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine bolts, all 
sizes, 60 per cent; stove bolts, 75 per 
cent; and lag screws, 60 per cent 
from standard lists. 


BRADS.—Call for brads is normal with 
stocks well filled. Prices have not 
changed. 
JOBBERS’ er fore TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Steel wire brads, 75 per cent from 
lists. 


BUILDERS’ HARDWARE.—With 
building in the larger cities somewhat 
behind that of a year ago, demand for 
finishing hardware is only fair. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper 
and dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots; 
4x 4 steel butts, old copper and dull 
brass finish, 26c. pair, less than case 
lots, 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 





lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylin- 
der brass outside trim, bit-keyed 
front door sets, $1.85 per set; cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in 
plain strap hinges, Se 
pair; 5 in., $1.22 doz. pair; 6 in., $1. 56 
=. pairs, light plain tee hinges, 3 

doz. pair; 4 in., 78c. doz. 
eked heavy plain tee hinges, 4 in., 
$1.06 doz. pair; 5 in., $1.20 doz. pair; 
6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair, net. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Demand is steady 
with fair volume. Stocks are ample 
with prices firm. 

JOBBERS’ pagel My pe J TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates, $5.50 per 100 ft.; 
conductor pipe, 28 ga., 3 in., in crates, 
not nested, $5.50 per 100 ft.; 3 in. gal- 
vanized corrugated conductor elbows, 
$1.73 doz.; 4 in., $2.88 doz. net. 

FILES.—Sales are fairly good with 
prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 

GALVANIZED WARE.—Demand is 
steady with good volume in this line. 
Prices are unchanged. 

JOBBERS’ ea th TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
ag gel 10 gt nee pails at 
$2.55; 12 q $2.70; 14 qt., $3; 16 qt., 


stock ho Pg "$4.70; 18 ate ys, 50; stand- 
ard galvanized tubs, No. a $7: No. 2, 
$7.90; No. 3, $9.20; ah f galvanized 
tubs, No. 1, $12.85; No. 2, $14.05; No. 
3, $15.25 doz. net. 


HAMMERS AND HATCHETS.—Sales 
are showing a fair demand at present 
with stocks well assorted. Prices have 


not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Maydole, No. 11% carpenters’ ham- 
mers, $12.60; Plumb, No. 
Plumb, HF145, $6.12: Plumb, No. 
broad hatchets, $16.40; No. 2 shing- 
ling, $12.50; No. 2 claw, $13.75 doz. 
net. 


HOSE REELS.—Sales are good with 
stocks well filled. Prices have not 
changed. 





JOBBERS’ yet hs pe | TO RE. 
TAILERS, - TWIN CITIES: 

Donley ‘All Steel hose reels, No. 2, 
at $2 each net. 


ICE CREAM FREEZERS.—Call for 
freezers is good with stocks ample for 
the demand. Prices show no changes. 
rg quotas TO RE- 
TAILERS, 0.B. TWIN eg ge 
ite ‘Mountain freezers, 2 
-80; 4 qt., $4.13; a 
$5.25; 8 qt., $6.75 egg net. ' Arctic 
freezers, 2 qt., =: 3 at., $2.78; 4 
at., $3.40; 6 qt., $4. 8 qt., $5.55; 10 
qt., $7.40; Acme, 2 ’at., galvanized, 
T5e.; 4 qt., enameled, $1.65 each net. 


LAWN HOSE.—The first flush of de- 
mand is over for lawn hose, but sales 
show a good volume. Prices are firm 
as quoted. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Competition, % in., 3 ply _ hose, 
$6.75; Good Luck, % in., 6 ply, $10; 
Bull Dog, % in., 7 ply, $13.50; Leader. 
5% in., 5 ply, $8; Manhattan whipcord 
molded, % in., 500 ft. bales, $8.50; 
rod, * in., 500 ft. bales, $9 per 100 
. net. 


LAWN MOWERS.—Sales are steady, 
and sales totals are fairly good. Prices 
have not changed. 


JOBBERS’ eT s TO RE- 
TAILERS. F.O.B. TWIN CITIES: 

Philadelphia, styles A and C, 40 per 
cent; style E, 45 per cent; style K, 
30-5 per cent from lists. 


NAILS.—Deliveries are steady and 
with fair volume. Prices show no 


change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-Ib. kegs at 
$3.10 per keg, base. 


OIL STOVES.—Sales are very good, 
especially in the country, where this 
convenient device is gaining rapidly 
in favor. Prices are unchanged. 


JOBBERS’ eta e TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500 Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213 with No. 
1103 shelf, $28.50 ‘each, less 30-5 per 
cent. 79, Perfection, with black 
+ «lye $78 each; No. 78 only, $22.50 
each; No. 73 with black cabinet, $29 
each; with a discount of 30 per cent 
in lots of less than ten, and 30-5 per 
cent in lots of ten or more. 


PYREX OVENWARE.—Sales are nor- 
mal for the summer season. With 
prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN “oh al rs 
No. 623 casseroles, $1. in 624 
casseroles, $1.33; No. 634 Se eriea, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26, teapots, 
$2.33, and No. 953 ‘percolator tops, 7c. 
each net. 


REGISTERS.—There is a steady mar- 
ket for registers with no change in 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 


ROPE.—Call is fairly good with ample 
stocks from which to draw. Prices 
have not changed. 


Reading matter continued on page 82 









_HarpwareE AGE for AuGuSsT 2, 1928 81 






ESTABLISHED IN 1866 





4. W. YATES, Vict-Presivent DAVE N. MCGREGOR, SECRETARY 
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JOBBERS OF 
SHELF AND HEAVY HARDWARE 


NOS. 301 TO 308 ST. LOUIS STREET 













Springfield, Mo. February 27th, 1928 







Remington Arms Co., 
Bridgeport, Conn. 





Dear Sir— 





We are mailing under separate cover by parcel post, marked for 
your personal attention, a three blade Remington Knife. The number 
is worn off so we cannot quote same. 







This is one of the first Remington Knives that we sold when you 
first brought out the Remington line of cutlery. We sold it to a mer- 
chant by the name of John M. Roper at Rader, Mo., Niangua, Mo., 
R.F.D. No. 3, and he in turn sold it to a farmer by the name of J. E. 
Decker, one of his customers. 









Mr. Decker has carried this Knife and had it in constant use, and 
he states it is the best Knife he ever owned and has given him com- 
plete satisfaction. He is not sending this Knife in to have it replaced 
and neither is he asking you to send him one in place of it, for the 
reason that he bought, from the above-mentioned party, a new Rem- 
ington Knife a few: days ago and paid for same and is fully satisfied. 













So we are sending it to you with the above facts, which is one more 
testimonial of the quality of Remington Cutlery. You are at liberty 
to use this letter in any way you see fit. 








We would suggest that you write Mr. Roper and also Mr. Decker 
stating that we had returned the Knife to you and brought the matter to 
your attention, and any other remarks that you care to make in connec- 
tion with same. 










With kindest regards, we are, 
Yours truly, 


McGREGOR HARDWARE COMPANY, 


Ne 












(signed ) 











JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Best grade manila rope at 23c. per 


lb., base, and best grade sisal rope at 
lic. per lb., base. 


HARDWARE AGE for AUGUST 2, 


{ Economy Plumber drain pipe cleaner, 

Ib. cans, $2 per doz.; 2 Ib. cans, 

$3.90. The 1 Ib. size is packed in 1, 2 

and 3 doz. to the carton, and the 2 Ib. 

| size is packed 1 and 2 doz. to the 
carton. 


SANDPAPER.—Abrasives are selling SASH CORD AND WEIGHTS.—De- 


fairly well. 
and prices firm. 
JOBBERS’ ert Aer TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


ANITARY 


stocks. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products. Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 per 
doz.; Silvershyn, 4% oz, size, $1.80 
per doz.; Waterless cleaner, 2 pt. 
size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per doz.; 12 oz. size, $4.32 
per doz.; 16 oz. size, $5.40 per doz., 
—_ Dry Cleaner, 8 oz. size, $3.60 per 
aoz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross Jots, $2 per doz. Desolvo 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 pr doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per qt., 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $4.50 doz.: Hercu- 
les boiler compound, qt. cans, $2 each. 


Stocks are well rounded 


PRODUCTS.—Sales are 
good with dealers finding that this 
makes an excellent addition to the 


liveries are fair with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Silver Lake sash cord, No. 8 (base), 
63c.; Red Seal, No. 8, 34c., and Green 
Seal, 32c. lb., net. Cast iron sash 
weights, $2.00 cwt. net. 


SCREEN DOORS AND WINDOWS.— 
Sales continue to be very good in this 
line. Stocks are being kept well as- 
sorted. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 


SCREWS.—Sales are fairly good with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head bright wood screws, 50 
per cent; flat head japanned, 371% per 
cent; round head blued, 45 per cent; 
flat head brass, 45 per cent; round 
head brass, 40 per cent from lists. 


SOLDER.—Sales are fair with prices 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and hold solder at 32c., 
and warranted half and half solder 
at 33c. a lb. in 100-lb. boxes, net. 


STEEL SHEETS.—Sales are steady 
and with good volume. Prices have 
not changed. 
JOBBERS’ yas ee 3 TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.). 
TIN.—Demand shows a fairly active 
market with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 lb. coating, $15.50 box, net. 











1928 


WIRE.—Fence wire is selling more 
slowly as the farmers get into the 
Prices 


yearly harvesting operations. 
have not changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $5.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 pei 
80-rod spool, painted hog barbed 
wire, $3.18 per 80-rod spool. No. 4% 
(base) smooth galvanized wire, $5.55 
cwt. No. 9 (base), smooth black 
wire, $3.10 cwt. 





WIRE CLOTH.—Sales are still good. 
Dealers are stocking up cautiously 
with an eye to the end of the season. 


Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

12 x 12 mesh black, $1.80, and 12 
x 12 mesh aluminum finish, $2.20 per 
100 sq. ft., base, net. 


WHEELBARROWS.—Sales are rather 
light for domestite barrows. Con- 
tractor demands show a fair market. 


Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and 
Meteor, fully bolted, barrel type tray, 
34.50 doz., net. No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WRENCHES.—Sales are good with 
Prices have not 


stocks well filled. 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 pe 
cent; key model wrenches, 45) per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & (all 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.06; 15 in., $2.75 each, net. 

Snap-on Wrenches.—Radio and elev- 
trical sets in metal cases, $2.75; No. 
101, Master Service Set, $13.75; No 
202, Heavy Duty Set, $3.80; No. 404, 
Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Socket, $3.20: 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.55 list, less 
33%, per cent discount. 


New York Summer Business Very Good 


—Better Than Same Period of 1927 


(New York Office of HARDWARE AGE) 


NEW YORK, July 31.—The much discussed summer slump has not 
been a very serious matter with the local wholesale hardware trade, 
who report average daily business as ahead of the same period of 


last year. 


weather goods and for specialties. 


ware has a normal sale. 


The better retail stores find an active market for hot 
The general line of shelf hard- 


There appears to be less than usual interest for placing future 
orders on fall merchandise and few important price changes are be- 


ing made. 


BATTERIES.—The prospects of both 
major political parties broadcasting im- 
portant speeches should help keep up 
a good demand for radio batteries. 
Lower prices on certain numbers an- 
nounced last week went into effect 
promptly. Stocks are considered satis- 


factory. 


JOBBERS’ QUOTATIONS ae RE.- 
TAILERS, F.0O.B. NEW YOR 





Collections a ai fair in this section. 


Dry cells, No. 6, ignition type, 
32%c.; No. 7111, same type, 35%c. 
each. 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, $2.06 each: in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
ol $3.22 each, in units of 5, $2.97 
each. 





BOLTS AND NUTS.—Moderate de- 
mand with prices unchanged. Loca! 
wholesale stocks are adequate. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Carriage bolts, 55 off list. ‘ast 
bolts, 60 per cent off list. 

Stove bolts, 80 per cent off list 

Machine bolts, % by 6 and smalie! 

50 and 10 off list; larger to 1 by 3%. 
50 per cent off list; 1% to 1%, 30 off 
list. 

Coach screws, 55 off list. Cast 
bolts, 60 per cent off list. Step bolts, 
50 per cent off list. 

BUTTS.—Steady call for butts. Job- 
bers continue to quote 3% by 3» steel 
butts at 18% cents per pair for case 
lots and at 19 cents per pair for less 
than case lots. Local stocks are re- 
ported ample. 


CARPET SWEEPERS.—Demand con- 
tinues fairly good with prices the 
same. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO FE- 
TAILERS, F.0.B. NEW YORK: 
Carpet sweepers, Standard, $3 each; 


Reading matter continued on page 84 
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TROLLEY TRACK 











If you have anything to do with doors that slide 
—heavy doors or light ones—you know that 
the door-hangers run on metal tracks. If the 
track is wrong the doors don’t work properly. 


Richards- Wilcox door-hardware—hangers, brackets and 
track—is so well-made, so carefully and scientifically de- 
signed, that when it’s properly installed it works right; 
almost never gives any trouble. We know it’s right. 


Lately we’ve been getting trouble calls; and when we 
send an engineer to straighten things out, he finds that the 
job has been ‘“‘botched”’ by putting up some other track 
than ours. There are cheap substitutes being made, and 
sold to unwary buyers by dealers who care more for 
an extra profit than for an honest value to a customer. 


The hangers and brackets have our trade-mark and 
name stamped on them; so has the track we make. It 
isn’t a real Richards-Wilcox job unless our name is on 
the hangers, brackets and track. 


You'll avoid trouble by being sure of our mark. 
Look out for any attempt to sell you anything 
else. The guarantee does not apply unless hang- 
ers, brackets and tracks are Richards- Wilcox. 


ichards-Wilcox Mfs. (0. 


\Hanver forany Door that Sitdes 


AURORA, ILLINOIS, U.S.A. - - 


New York: - + Re: 
5 New Orleans Moines 
pnt es oo St. Louis 


Moses! RICHARDS -WILCOX CANADIAN CO..LTD..LONDON.ONT Winnipeg 
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Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—General line moving fairly 
well with auto clocks and small port- 
able models in the lead. Prices are 
unchanged. Stocks are adequate. 


JOBBERS’ oy typ tage - ng RE.- 
TAILERS, F.0.B. NEW YOR 

Alarm clocks, Big Ben, $2. 9: same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, $1.05. 

Auto clecks, Westclox, plain, $1.76; 
same luminous, $2.46. 

Ben De Luxe color assort- 
ment of three clocks, one each, Rose, 
Blue and Green at $7.92. Display 
stand included with each assortment, 


CLOTHES DRYERS.—Active at this 
time. Priecs are firm. Stocks are re- 
ported_ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Outdoors clothes dryers, $10.00 each. 


Second grade, $7.25 each, Prices 
are net. 


FRUIT PRESSES. — Should become 
very active during August. Business 
to date only fair but expected to show 
improvement this coming week. Prices 
are not expected to change. Stocks 
are adequate. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. NEW YORK 

one presses. plain hinged tub, No. 

$6.00; No. 21, $7.50; No. 22, $8.50; 

No. 22%, $10.50; No. 23, $13.50, and 
No. 24, $18.00. Prices are each. 

Ratchet type yd presses, No. 5A, 
$10.50; No. 5, $13.50; No. 3A, $18.75; 
No. 3, $24.00; No. 2B, $27.75, and No. 
2A, $33.75. Prices are each. 

Juicy fruit presses for home use. 3 
at., $3.60; 6 qt., $4.50; 12 qt., $6.20. 
Prices are each. 

Fruit crushers, No. 14, plain cope. 
$5.25; No. 11, wheel crusher, $7.13; 

8, wheel crusher, $9.00; No. 30, aly. 
plain crusher, $6.25; No. 20, galv. 
crusher, $10.00, and No. 25, wheel 
fruit crusher, $11. 25. Prices are each, 


LINSEED OIL.—Card prices an- 
nounced of July 25 were as follows: 
Linseed oil, one to four barrels, 10.6 
cents per lb., and Calcutta linseed oil 
in barrels, 15.9 cents per lb. Boiled 
oil is 4/10 cent extra per Ib., double 
boiled oil is 5/10 cent extra per Ib. 
and oil in half barrel lots is 7/10 cent 
per lb. additional. 


NAILS. — There 


ROLLER SKATES. — Moderate 
mand reported with prices the same. 
Local stocks are ample. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 

Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 10d, $3.75 per keg. 
Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg; 8d, 
$6.35 per keg, and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg. and 8d, 
$3.95 per keg. Wire finishine nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg.’ Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, 85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


OIL COOK STOVES.—Ssteady demand 
with prices the same. 
stocks are reported to be adequate. 


JOBBERS’ QUOTATIONS eg RE.- 
TAILERS, F.0.B. NEW YOR 

Perféction oil cook stoves, Tae. 339 
full white porcelain enamel 4 stand- 
ard. 1 Giant Superfex burner, built- 
in oven with white cabinet, $140: No. 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
rs,.$17.50 for stove alone and with 
black cabinet, $22.75, 

These are list prices subject to a 
discount of 30 and 5 in lots of 10 or 
more and for lots of less than 10, 30 
per cent off list. 

Nesco oil cook stoves, No. 500, $56; 
No. 400-L, $38.50; No. 400-R, $38.50; 
No. 212-1102, with high shelf, $15.93; 
No. 213-1103, with high shelf, $19.95; 
No. 214-1104, with high shelf, $25.20; 
Nesco ovens, No. 5, $1.50; No. 10, 
$2.63; No. 20, $3.15; and No. 301, $4.48. 
NESCO prices are NET. 

Coleman camp stoves, No. 2, $8.50 
and No. 9, $6.25. Coleman Gipsy camp 
stove, $4.70. 

Coleman Air-O-Gas stoves, No. 322, 
$76; No. 323, $17.60; No. 324, $26; No. 
325, $30; No. 326, $16; No. 327, $19; 
No. 328, $48; No. 329, $35: No. 330, 


COLEMAN prices are h and 
NET. D eac an 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK 

Roller skates, extension, web heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self- contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 


1928 


is no further talk 
about the rumored advance of 10 cents 
per keg for the last quarter. 
likely that this change, if it is to be 
made, will be officially announced until 
some time in September. 
mand is normal with local stocks 
satisfactory. 


It is not 


Current de- 


Local wholesalz 


de- 








Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 160: axles, 3c. 
each; cotter pins, 15c. per 100; ‘axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100 adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c. 
per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained bal bear- 
ings, $1.45 per pair. 


SASH CORD.—Another manufactur- 
er’s advance of 2 cents per pound is 
reported for sash cord. At press time 
local jobbers had not advanced their 
prices to the dealer, but may do so 
before delivery of this issue. Local 
stocks have been reported satisfactory. 
Demand is moderate. These prices 
were effective at press time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Samson spot No. 8, 67c.; 
“aod No. 8, 30%4c.; and Phoenix No. 
8 

No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Apparently the rumor of 
an advance about Aug. 1 was poorly 
founded, for at press time no one 
seems to hear anything more about the 
supposed change. Demand is normal 
with stocks in good condition. 


JOBBERS’ Ray yh i Nga g TO RE.- 
TAILERS, F.O NEW YORK: 

Wood screws, iat head, bright iron; 
50-10-10; round head blue, 45-10-10 
round head, iron, nickel plated, 2714. 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
off list. 


SCREENS. — Several jobbers report 
their stock badly depleted on screens. 
Prices are the same and retail sales 
are reported steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Window screens, Diamond E, all 
metal frame, with Opal galvanized 
Ze, cloth, we. "1 a. No. 1, $8; 
$10; $12; No. 4, $14; No. 

x ©. i5. No. “4 HY No. 16. 
Diamond E_ with Liberty golden 
bronze wire cloth, No. 16 mesh, No. 
11, $12; No. 12, $14; No. 13, $16: No. 
14 $18; No. 15, $16; No. 16, $18; No. 
17, $20. 

Diamond E prices are net per doz. 
Liberty Brand, all metal screens, 
galvanized wire ‘cloth, No. 14 mesh, 
No. 21, $6.80; No. 28, $9.20; No. 24, 
$10: No. 26, $10.80; *No. 27, ‘$12. 
Liberty Brand with bronze, —_ 
cloth, No. 16 mesh, No. 31, $10; 
33, $12. 80; No. 34, $14; No. ’36, $14. 30; 
No. 37, $16. 
a Liberty Brand screens are net per 
oz. 





Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Convention, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 


New York City. 


Minnesota RetarL HarpwaRE ASSOCIATION CoNn- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


NATIONAL House FurNISHING MANUFACTURERS 
AssocraTIon CoNVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, IIl. 


NortH Dakota Retatt HARDWARE ASSOCIATION 
ConvENTION AND Exuisition, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 


secretary, Grand Forks. 


NaTIONAL HarpWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- South Daxota Retar Harpware AssocisTIoN 


quarters, Hotel Marlborough-Blenheim. 


George A. 


ConvenTIOoN, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 


Fernley, secretary-treasurer, 505 Arch Street, Phila- H. Casey, manager, Nicollet at Twenty-fourth Street. 


delphia, Pa. 
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jor — Transportation 


The New 


all 
ET CHEVROLET 
— — 


tility Truck 


. the Lowest 
4 Sheeds Forward . 


Now Chevrolet presents the New Utility 
Truck—a low-priced haulage unit em- 
bodying every feature of advanced engi- 
neering developed through years of ex- 
perience in commercial car building, and 
proved by exhaustive testing on the Gen- 
eral Motors proving ground! 


A new four-speed transmission, with an 
extra low gear, gives tremendous pulling 
power for heavy roads, deep sand and 
steep hills—and reduces to the very min- 
imum the starting strain on motor, clutch 


Priced Truck with 
.. 4-Wheel Brakes! 


and rear axle! Powerful, non-locking 4- 
wheel brakes, with a separate emergency 
brake, give a new measure of safety and 
utility. And a new ball-bearing worm- 
and-gear steering mechanism provides 
handling ease never before experienced 
in a low-priced transportation unit. 


Visit your Chevrolet dealer and get a 
demonstration of this remarkable new 
truck. There is a body type designed 
especially to meet the requirements of 
your business. 


CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN 


Division of General Motors Corporation 


The New 
Utility Truck 


(Chassis Only) 
f. o. b. Flint, Michigan 


of 
*% 
SOROS MESS 
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WORLD’S LARGEST BUILDER OF TRUCKS 
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Packard Ignition Cable 


The Packard Electric Co. of Warren, 
Ohio, is offering to the trade a metal 
cabinet holding ten assorted sets of Pack- 
ard ignition cable. This cable comes com- 


vantageous features. The Little Wonder 
Mop Wringer has a galvanized steel frame 
and large wooden rolls. It can be attached 
| to any pail and is not awkward, heavy or 
| difficult to use. 

| The Little Wonder operates by placing 


plete in handy cartons, ready for quick | 


rewiring of spark plugs on all makes of | 


cars. Instructions for installing are in- 
cluded with each set. 

The wire used in these sets is hermeti- 
cally sealed in a coating of lacquer to 
prevent deterioration from corona effects 





due to high voltage developed. 

Each assortment comes complete with 
dealer sales helps and literature. The con- 
tainer is handsomely lithographed and has 
slots in the back to allow it to hang on the 
wall if desired. 


New Bakelite Latch Sets 


Knobs and roses of bakelite in either 
dead black or walnut finish with walnut 
grain and color, are in the new line of 
Dexter interior tubular latch sets recently 
placed before the trade by the National 
Brass Co., Grand Rapids, Mich. 

The bakelite knobs and roses are har- 
monious and attractive as well as being 
permanent. The bakelite is acid proof, 
difficult to chip or break, and will with- 
stand hard usage. 

All the exterior metal parts of these 
latch sets, including the locking roses, 








any size of mop between the rollers, step- 
ping on the foot rest and pulling the mop 
through. As the mop is wrung before it 


and there is no twisting or shaking of the 
mop. The wringer is opened or closed by a 
slight touch of hand, foot or knee. 

Packed 12 in a carton with a lithographed 
window display cut out. Weight per dozen, 


36 Ib. 


Combination Bevel No. 502 


The Brown & Sharpe Mfg. Co. of 
Providence, R. I., has announced the new 
improved combination bevel No. 502. A 
feature in the design of this new tool is 





when this type of latch is required, are | 





made of solid brass, procurable in any 
finish desired. The mechanism is the reg- 
ular Dexter tubular type which requires 
no mortising and is installed by simply 
boring two holes. 


The Little Wonder Mop Wringer 


The Swineford Division in Canton, Ohio, 
of The Cronk & Carrier Mfg. Co., Montour 
Falls, N. Y., is offering to the trade a new 
style of mop wringer which has many ad- 








the two posts which make possible an un- 
obstructed view of any angle at which the 
blades may be set. These posts also give 
clearance for scribing or drawing lines the 
full length of the blades. They also make 
possible use of the blades on alternate 
sides of a projection up to %-in. high. 

The back of the tool is flat and the tool 
can be laid directly on the work. The 
clamp nuts are another feature. They are 
so designed that the blades can be moved 
freely without looseness or locked securely 
by tightening the clamp nuts. 

The blades, ground on all sides, are of 
steel, and their ends are ground accurately 
to angles of 30 deg., 45 deg., 60 deg., 90 
deg. To decrease the weight of the tool, 
the posts are made of a light metal. 


Reading matter continued on page 89 


leaves the pail, no water can be splashed | 





Two New Empire Tools 


An extremely useful torpedo pocket level 
is now being manufactured by the Empire 
Level Mfg. Co., Milwaukee, Wis. It has 
a die cast aluminum shell with bottom and 
ends reinforced. The grooved bottom al- 
lows it to be used on shafting or pipes and 
the 45 degree glass helps a bricklayer in 
laying out herringbone panels, etc. 





As it is only 9 ins. in length, 5% in. wide 


|} and 1% ins. high, the level is very handy 
| and can be used for many purposes. All 
| vials are filled with colored fluid and care- 








fully marked for clear reading. 





The No. 
26E is packed six to a counter display 
box. 

The Empire company recently placed on 
the market an aluminum angle float, de- 
signed to give a smooth plaster finish. It 
has a comfortable hand-shaped grip and 
the angle of construction insures ease and 
efficiency in work. The No. 93E is packed 
6 to a box. 


The Holmes Juice Extractor 


The Holmes Juice Extractor, for lemons, 
oranges, grapefruit and limes, was de- 
signed especially for use in the kitchen 
sink, as it has four vacuum cups which 
eliminate all clamps and screws. This de- 
vice, manufactured by the Holmes Mfg. 
Co., 143 Pacific Electric Bldg., Los 
Angeles, Cal., has a bowl and reamer made 
of vitreous china, easily removed for clean- 
ing. All that is necessary for extracting 
the juice from a fruit is to cut the fruit 





in half, hold it against the reamer with 
one hand and turn the handle with the 
other. The Holmes Juice Extractor 35 
packed in an individual box, six to a ship- 
ping carton. 











$] .50 Tie- er Pecket Wat WMA 
—_— tagon design, shen “ter 7 ° ‘ 

dial, Krack-proof Krystal, and al! 

other refinements, canteesly. fifty pete 

more than the o: ld dollar watch. 


p-Top Quintet with 
$2 00 silver face, full chrom- 
ium-plated case, 

and Krack-proot 

hendsomest pocket-w: Py 
where near its price: Radium dial 
$2.50. 


Height, 
pendable 40-hour bn 
back bell alarm, Red P, 


$3.00 ee “ly Too, 
'% inch 


4 Tick-Tock, Height, 4% inches, 

$2 .50 50 pendable 40-hour movemcat with back 
bell slarm, Convex Krack-Proof Krystal, Paste! 
Colors-—-Red, Blue, Grese, Yellow or Mahogany, 
Radium Dial $3.50. 


THE NEW HAVEN CLOCK CO. at | 
NEW HAVEN, CONN, 53 20 ete Tete te t nan. 


beck bei! Sere. Me ser Krack-Proof Krystal, 
Grees Pastel F Redium Dial 4.00. 
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Again! The now famous 


Rip Van Winkle Display 


Anticipating such a demand, we have had prepared more 


Rip Van Winkle displays than any other this year. If you 


have used it once it is worthy of another showing. If 


you have not featured this attractive display this is your 


opportunity to place in your window the most appealing 


display of the year. 








GILLETTE SAFETY RAZOR CO., Boston, U.S. A. 


Sign 
the 


Coupon 








GILLETTE SAFETY RAZOR COMPANY. 
Boston, U. S. A. 


Send New Window Display No. 72-HA. 








Paste it 
on a 
Postcard 
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CUTLER 

















MERCHANDISING IDEAS « =: 








NEW ITEMS | 


A. 








Matern Cutlery Co. Erects 
New Factory in Tipton, Ind. 


The Matern Cutlery Co., manufacturer 
of scissors and shears in Tipton, Ind., will 
soon move into a new and larger factory 
building, which it is erecting on Independ- 
ence Street in Tipton. 

New Machinery and equipment will be 
installed in the new plant, which will be 
ready for occupancy in about a month. 
John Swift is president of the company 
and William Matern is secretary-treasurer. 





Jordan Is Touring Germany 


Albert Jordan, president of Albert Jor- 
dan Co., 24 West Twenty-second Street, 
New York City, sailed recently for a two 
months’ tour of Germany. 

The Jordan company is the United 
States representative for the Dick jine of 
butcher steels and cutlery. 





Graphic Window Display Aided 
Stainless Steel Sales 


A very effective window demonstration 
of stainless steel cutlery was recently ar- 
ranged by Ludlow & Squier of Newark, 
N. J. 

Two glasses of water were placed in the 
front of the window with a stainless steel 
knife in one glass and an ordinary steel 
knife in the other. The latter knife be- 
came discolored while the stainless steel 
blade was not affected by the water. Be- 
tween the two glasses was a neatly let- 
tered sign reading: “Which Knife Would 
You Rather Cut Meat With?” 

The company reports that this demon- 
stration encouraged many additional sales 
of stainless steel kitchen cutlery. 





Albert Westpfal Becomes Col- 
onial Knife Sales Manager 


Albert Westpfal, who for the past 30 
years has been connected with the whole- 
sale cutlery trade as both an importer on 
his own account and a factory sales rep- 
resentative, has joined the Colonial Knife 
Co. of Providence, R. I., as sales manager. 
He will make his headquarters in the com- 
pany’s New York office, 7 West Fifty-first 
Street. 

Mr. Westpfal is a member of an old and 












| well known cutlery family bearing that 
|name. His father, founder of a business 
on East Houston Street, New York City, 
passed away in 1901 and Albert Westpfal 
| conducted the business with his brothers 
| until 1914, when he sold his interest in the 
| firm. He then joined Weibusch & Hilger 
and stayed with this organization until 
1919, when he became affiliated with 





ALBERT WESTPFAL 


Henkel Co. as head of the eastern terri- 
tory. 

The Colonial Knife Co. manufactures 
both standard and novelty pocket knives 
and produces a line of gold-filled, pearl, 
alabone and celluloid handled knives ex- 
clusively for the jobbing trade. 


? 


American Stainless Knife Co. 
Succeeds American Cutlery Co. 


The American Stainless Knife Co. has 
taken over the entire business of the 
American Cutlery Co., 732 Mathers St., 
Chicago, Ill. Lawrence H. Powell, presi- 
dent of the new organization was former- 
ly secretary of the American Cutlery Co. 





It has been announced that the new com- 





pany will manufacture a high grade line 
of stainless steel cutlery. 


Pyro-Pearl Handles on New 
Russell Knives and Forks 


The John Russell Cutlery Co., Turners 
Falls, Mass., recently placed on the mar- 
ket a new set of high grade knives and 
forks for table use. These items are 
forged and have stainless steel blades with 
a mirror finish. The pyro-pearl handles 
resemble pearl and are serviceable as well 
as highly attractive. 

Six knives and six forks are packed in 
a rayon silk lined box. 


A Speedy Vegetable Cutter 
by Eagle Engineering Co. 


The “Eagle” combination slaw-cutter 
and vegetable slicer is manufactured by 
The Eagle Engineering Co., Springfield, 
Ohio. It has a rotary cutter, designed to 
meet every need in the home where slic- 
ing of vegetables or fruits is done. It is 
light in weight, strongly built and has two 
adjustments which are easily and quickly 
made. -The adjustments are made on the 
guard, which holds the vegetables and the 
knife, to regulate the thickness of the 
slice. 





The knives are made of high temper 
blue steel, and the body has a blue enamel 
finish. The face plate and other parts 
are nickel-plated with a rust-proof fin- 
ish. The “Eagle” is said to be service- 
able, dependable, sanitary and_ easily 
cleaned. It can be clamped on a table and 
is always ready for instant use. 
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Henry Brown’s Cutlery Department 


By Fred. B. Hinchman 


HAT has happened to the cutlery sales of Henry 

Brown, hardware dealer, typical of thousands 

throughout the country doing a gross business of 
$55,000 to $60,000 a year? 

The front of Henrty’s store usually presents signs that 
read “Hardware, Tools and Cutlery.” Within the store 
hardware and tools are everywhere in evidence but 
where is the cutlery to be found? In some stores it is 
right up front and in such stores the sale of cutlery still 
continues but in the average Henry Brown’s store a perse- 
vering customer may, after diligent search, locate a very 
modest and poorly assorted group of household knives 
shyly concealed beneath other merchandise of various 
descriptions. 

Now, Henry Brown and Henry’s salesmen are hard- 
ware men. You can’t stump them when it comes to 
knowing a good saw, a hammer, a file, a lock or any of 
the thousands of items in the store, but what do they 
know of cutlery’ Can they tell a forged knife from a 
stamped one’ Do they know a properly ground blade 
from one improperly ground or perhaps, hardly ground 
at all? In about 90 per cent of the Henry Brown stores 
it is reasonably safe to say they do not and, naturally, 
knowing very little about the merchandise they have 
very little interest in it. 

Henry brown's profit, according to all reports, have 
been diminishing. Catalog houses, chain stores and 
public utilities corporations have been cutting in on 
Henry's business and he has been forced to add to his 
already numerous items many other lines that are kindred 
to the hardware business. Unfortunately, cutlery because 


of lack of interest, has been neglected or entirely over- 
looked. Yet cutlery is a profitable line and one which 
the buying public knows practically nothing about. A 
housewife must depend on the word of a salesman as to 
quality. How often he has, unintentionally, misled Mrs. 
Housewife is proved by the fact that in the average 
home the kitchen cutlery is of poor quality and little 
value. 

Household knives are a necessity and good ones need 
not be a luxury. The difference in the selling price of a 
good knife and a poor one seldom amounts to more than 
the change of a dollar. Yet many Henry Browns con- 
tinue to sell a grade of cutlery that will never build up 
their cutlery business, but rather tend to drive the trade 
to other sources of supply. Most housewives willingly 
pay a dime, a quarter or even a half dollar more for a 
knife that is sharp and looks its value. 

3ut Henry’s real problem in the cutlery department is 
that there is not much voluntary demand for cutlery. 
That is one of Henry’s faults. He insists upon having 
such demand. The displays or rather the lack of them 
proves this. Webster's Dictionary defines the word 
“demand” thusly: “To ask in a peremptory manner.” 
And that is what Henry waits for the customer to do. 
When the customers cease to be peremptory the cutlery 
department just naturally pines away. 

To increase the volume of sales in cutlery a dealer 
must not wait for the demand but must create the desire 
to possess. Webster explains the word “desire” in this 
manner: “To long for earnestly.” Here is Henry 

(Continued on page 92) 





Duncan & Goddell Co., Worcester, Mass., have this very attractive and complete cutlery department. Note strops prominently shown, also «<r the 


several extras such as flashlights, alarm clecks, small 


ete. These items fit in nicely with the cutlery stock 


Reading matter continued on page 92 
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No Grinder Ever Sold Like This One 


Dealer sales during the past two or three months have been 
inereasing right along on the Pike Handy Andy Tool Grinder. 








The way orders are still pouring in seems as if every customer 
is doing “missionary work” for the 


PIKE HANDY ANDY 


Look at the grinder, compare the cost and see if any grinder 
retailing at anywhere near the price has such smooth running 
Helical Gears, such a fast cutting Vitrified Grinding Wheel, 
and such an attractive auto body finish of Genuine Lacquer 
Enamel. The value is there. 


Four sizes, made to meet every demand. Every Pike Handy 
Andy is backed by a National Reputation. 


Sold by Leading Jobbers, or direct if your jobber cannot 
supply. Send for Literature and Discounts. 


Pike Manufacturing Co. 
New Hampshire U. S..& 








Stands high in 


PROFITS for 
the Hardware 
Dealer 


Radium Blades please every man 
who has ever used them. One blade 
gives from 12 to 15 smooth shaves 
without stropping. Radium Blades 
are satisfying and economical — 
that’s why so many are sold. Your 
customer recommends these blades 
to friends and your blade sales 
grow. 


RADIUM BLADES ‘,,: 


—give you a fine profit. Your customer never complains of the Holder J 
quality of Radium Blades; he buys. more of them. It is important 

to keep your stock complete. We supply you with selling helps— 

window displays and advertising cuts and display cartons—ask for 

them. 


OTTO ROTH, Inc., Radium Cutlers, NEWARK, N. J. 


Wiebusch & Hilger, Ltd., 106-110 Lafayette St., New York 
General Selling Agents for U. S. A. 
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Me core 
q 12, Months 


NATIONAL 


ADVERTISING 
CAMPAIGN 


m Liberty 
includi 





JS TROPPER. 
only 50c 


FOR ANY RAZOR BLADE... 
. » SAFETY OR STRAIGHT 


Ash Your Jobber 





Henry Brown’s Cutlery Dept. 


(Continued from page 90) 


| Brown’s real problem as regards cutlery. How can he 
_ cause the customer to long for cutlery earnestly? Well, 


it is not quite so hard as it sounds. Really high grade 
cutlery invariably looks the part. Beautifully ground, 
highly polished, sharp blades fitted with well-shaped 
handles of fine, hard wood held in place with nicely 
polished, large head brass rivets, have an appeal that is 
almost irresistible. Knife and fork sets with mirror fin- 
ished stainless steel blades and handles of fine grained 
pyralin will grace any table. Handles are available as 
beautiful and more durable than the finest ivory, or col- 


| ored pyralin in attractive shades of blue, red and green 





VEUHTES 





Miller Hardware Co., Olean, N. Y., use a system ~ display — 
has been very handy. Cutlery items lassifi are t 

easily removed panels fastened to the wall with eyelets Atting 
over pins. It is a simple matter to take down any desired panel 
‘so that the customer may inspect closely the variety of any 
group. Each panel is complete and naturally it is easy to detect 
any theft should a panel be missing or a sample missing from 

any panel. Panels have an orange plush cover 





can be had. Neat display boxes are furnished for almost 
all types. 

3ut just to stock the finest cutlery that can be bought 
will not entirely end Henry’s problem. Proper display 
is as important as good quality. These two require- 
ments go hand in hand. Some types of cutlery cases 
and side wall panel displays under glass often ‘remind 
one of museums where exhibits are carefully guarded 
from meddling hands. In the old days of carbon steel 
cutlery careless handling meant finger marks that rusted 
in and spoiled the appearance of blades but today stain- 
less steel blades are not harmed by handling. 

Place a small table near the entrance to the store and 
grace it with a fine display of kitchen cutlery such as 
slicers, bread knives, pot forks, spatulas and par ing 
knives all of finest quality and priced with a fair but rea- 
sonable margin of profit. Clear off from the top of the 
cutlery show case all of the hodgepodge that usually 
clutters it up and place there instead some attractive 
knife and fork sets with the display boxes slightly raised 


(Continued on page 94) 




















HARDWARE AGE for AUGUST 2, 1928 








| THE BURNS BREAD KNIFE 
“CUTS LIKE WILDFIRE” 

















The serrated edge cuts with each motion of the hand, 
producing a clean cut without tearing the bread or 
making crumbs. It is not in a class with ordinary 
4 cheap bread knives, but an article of merit that you 
will appreciate. The serrated edge will last for years 
and can be resharpened by rubbing the smooth side of 
the blade. on a whetstone. .s 





THE BURNS GRASS SHEARS 


Patented Serrated Edge 

tip the blades of grass and cut clean. 
hollow I and highly polished, never 

require sharpening. 






The small teeth 
Made of the best stee 


The Burns Mfg. Co., Syracuse, N. Y. 


“SERRATED EDGE CUTLERY” 
Please Write for Catalogue and Prices 











Since 
1731 










Reg. U. S. Pat. Off. 


THE WORLD’S MOST 
DISTINGUISHED CUTLERY MARK 


Isn’t it a fact that your most profitable cus- 
tomers are the ones who buy quality? 

For superlatively fine cutlery of every de- 
scription, J. A. Henckels TWIN BRAND is in- 
stantly recognized and appreciated. 
Send for literature and information. 





Graef & Schmidt, Inc., Wholesale Distributors 
456 Fourth Avenue, New York 





J. A. HENCKELS TWIN WORKS 


ik i 


SOLINGEN, GERMANY 





















That Holiday Cutlery 
* You Sold, Now Needs 
Good Grinding 















Finished 


in 
Royal Purple 
in 5 sizes 














SELL THEM CHENEY and 
ROYAL GRINDERS 


Now is the time for dealers to display good, 
practical grinders where their Holiday cutlery 
trade can see them. 
















More cutlery and edge tools were sold during 
the Holiday season than at any other time of 
the year. Grinders are now in demand. 







Be prepared with a good stock of the popular 
Royal and Cheney Grinders. 









These grinders have given the highest satisfac- 
tion since 1866. The high grade materials used 
in construction, the abrasive, the attractive finish 
—everything about them tends to make an un- 
usually attractive display. 











Jobbers supplied direct. Dealers through their 
Jobbers. Note address in trade mark. 
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One of several attractively arranged cutlery show cases used by Graef & Schmidt, Inc., 456 4th Ave., New York City. This firm is the wholesale 
distributor for the J. A. Henckels Twin Works, and has arranged its display room to give dealers an idea of how cutlery can be displayed to 
advantage. This particular case features pocket cutlery 


’ 
Henry Brown's Cutlery 
(Continued from page 92) 


at the back to afford a better view of the goods. Then 
keep the displays dusted and free from display materials 
not kindred to cutlery. Call the customer’s attention to 
the displays; ask about the serviceability of the cutlery 
they have in their homes. Stir up some interest in cut- 
lery and watch the cutlery sales grow. And don’t for- 
get the window displays. Put in every window display 
that is made some cutlery that will harmonize with the 
merchandise you are showing. It is almost impossible 
to find a hardware display in which cutlery of some kind 
would be out of harmony. 


Samson Cutlery Co. Adds to Line 

The Samson Cutlery Co. of Rochester, N. Y., has made several 
improvements and added new items to the varied line of stain- 
less steel cutlery which it manufactures. 

A new clip or scimiter shape blade has been added to its paring 
knife line. This can be furnished in many of the new colors 
as well as with white or black handles. Packed in a display 
box holding a dozen. 

The company has added coco-bolo handles to its line of ebon 
wood butchers’ slicers and paring knives. A _ stainless steel 
potato masher and whipper is another new Samson product. It 
is furnished with handles finished in bright colors as well as 
white. 





THE “BIG PROFIT” numer 


Jobbers have multi- 
ous plied their 1928 sales 
“as in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE?” shears in its 
novel display cabi- 
net. Note retail offer. 


fron) Toe MANDLLS 
AEE? CLLAN 


a 





THE POPULAR 


50c 


SELLER 


This original and _prac- 
tical cabinet grips each 
Shear securely until re- 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
8” sizes. 

RETAILERS can place an original order for 

ONE CABINET to be billed through their 

Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR °°. 


100-800 Hicks Street 


owriay 
fe___ OME DOZEN SuEans 





Cabinet Assortment No. 7340 











CHRADE ()AFETY 

Push Button Knife 
No Breahing 

Finger nr iA 


<_Safety 
Lock 





Push the button and the blade opens auto- ; 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Satety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore saie, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARK 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 











if BRIDGEPORT, CONNECTICUT 
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Another well arranged cutlery show case in the offices of Graef & Schmidt, Inc. A woodland setting is suggested through the use of twigs and 
branches. Dealers visiting the company’s offices obtain many valuable ideas for cutlery display, gathered from the many effectively arranged cases, 
panels and displays 


| razors and parts, scissors and shears, pen, 


Cutlery Exports and Imports $13,000 worth of pen, pocket and clasp 
. knives. Other cutlery imports were valued | pocket and clasp knives. 
Announced word April, seed at $57:386, 
More than $1,100,538 worth of safety 
razor blades were exported from the | Blade Concern Changes Name 
United States during the month of April, to Effield Blade Corp. 
1928. This figure covers almost two mil- In December, 1927, manufacturers of ris ; —? 
, ; The Bar None Blade Corp., 475 Fifth 
lion dozen blades. ; cutlery sent to other countries over $823,- | Avenue, New York City has changed its 
[welve thousand odd dollars worth of | 000 worth of various cutlery items. In | ,ame to the Effield Blade Corp. This con- 
scissors and shears were sent from the | this large amount are included over 64,000 | cern manufactures safety razor blades. 
country during April as were more than | safety razors, 835,000 safety razor blades | fe See 
$37,000 worth of safety razors. | and 35,000 pieces of table and kitchen cut- | 
Imports of cutlery into this country dur- | lery. In this same month there was sent | Connecticut Shear Co. Formed 
ing April were made up of $35,786 worth | into this country by foreign manufactur- | The Connecticut Shear Co. has been or- 
of razors and parts; $21,989 worth of | ers about $152,206 worth of cutlery mer- | ganized in Bristol, Conn., by W. R. Bowles 
scissors, shears and blades and more than | chandise. This was divided up between | and Anna E. Scott, both of Bristol. 


evertain 


SHARP PARING KNIVES STAINLESS 














R. MURPHY’S STAY-SHARP KNIVES 


Shoe Knife 


Clan Knife 


Shirt Cutters and Pattern Makers Handles end Blades 


Write for catalog and di of the plete line factured for 78 
years by 


ROBERT MURPHY’S sons coO., - - = Ayer, Mass. 

















Glass "a utters 
RED DEVIL MEANS 


GLASS INSURANCE Y No. 100 Never-Stain Paring Knife Assortment 
aie 4 m ! Stainless Steel Blades, Three Shapes, Securely Riveted 
Ks all in the Wheel ' Into Beautiful Handles in Red, Green, Blue and Yellow. 
1 Imprinted “Never-Stain” in Gold 


No.032 Extra Large fia One Dozen in Attractive Display 


Sold Through the Jobber 


for Heavy and Plate Glass The Ontario Knife Company 


SPAETH. IAC Feushiiaviite, N.Y. 
SNGFIELD AVE. ERVINGION.ALA 











Reading matter continued on page 96 
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Why the Gem Display Means 


EXTRA 
SALES— 


Gem and Gem, Jr. 
take none of your 
selling time or effort. 
hey occupy little 
space, and sell them- 
selves. 


Everybody likes these 
handy nail - clippers, 
because they trim the 
nails quickly and eas- 
ily. They keep right 
hands looking as well 
as left. 


Gem, Jr. 
35e 














The Only Nationally Advertised 
Nail - Clippers 

Copy appears regularly in The Saturday 

Evening Post, Collier’s and Judge. 

Transparent Du Pont “Cellophane” keeps 

them bright, clean and sanitary. 

A sensible price—35 and 50 cents—every customer can buy them. 

Gem, Jr. can be carried on the watch-chain. 

Customers like the idea. And every sale is an extra sale—usually 

it’s on top of other sales on other articles. 


Get these extra sales. Your 
jobber has the Gem display. 


THE H. C. COOK CO., Ansonia, Conn. 

















proved on the job! 


eae 


This Dexter Linoleum Knife 
was sent to us by one of .Amer- 
ica’s biggest linoleum makers 


In severe service it had lost its hawk-bill shape, but 
it proved on the job to be their idea of a wholly 
satisfactory, economical linoleum knife. 





Same knife—new 





Hardware men invariably satisfy most exacting lino- 
leum layers (and any other knife user, for that mat- 
ter) by furnishing Dexter. 


A catalog section showing many styles and types 
of Dexter Linoleum K nives, is yours for the asking 


MMe 





Harrington Cutlery Company 
SOUTHBRIDGE, MASS. 














New Utica Pocket Knife Assortment 
Supplied With Attractive Display Case 


A new attractive assortment of quality pocket knives was re- 
cently placed before the trade by the Utica Cutlery Co., Utica, 
N. Y. The assortment consists of three dozen knives, mounted 
on a green felt plaque and contained in an attractively finished 
wooden case with a glass front. The case is so constructed that 
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it makes pilfering difficult but at the same time makes the items 
easily accessible. 

The suggested resale price is marked in an easy code on the 
back of the tang of each knife. 

Three duro pearl pen knives, three pearl pen knives or Boy 
Scout knives, three pyralin handle pen knives, three stag handle 
pen knives, twelve medium size jack knives with assorted stag 
and pyralin handles and twelve large size jack knives with 
assorted wood and pyralin handles make up the assortment. All 
the knives have brass linings, nickel silver bolsters and caps and 
are made of specially treated spring steel. 





Presidential Campaign Pocket Knives 
Introduced by Remington Arms Co. 


The coming Presidential election has encouraged the Reming- 
ton Arms Co., Inc., 25 Broadway, New York City, to place on 
the market three sets of pocket knives bearing lifelike portraits 
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of the candidates, the American eagle, the red, white and blue 
shield, the American flag and the party symbol. The two knives 
illustrated, comprising one set, are identical with the exception that 
one has the Republican nominees’ portraits and elephant indel- 





ibly etched upon it, while the other carries the Democratic can- 
didates and the donkey’s head. Both knives have white pyremite 
handles and are etched in three colors. There are two blades; 
one master spear, crocus polished and etched and one pen, blue 
glazed with a shadow pattern. e 
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The New, Better Bissell 


With “Hi-Lo” Brush Control 
— At No Extra Cost— 





Intensified National Advertising to Concentrate 
on the Advantages of New I mproved Sweeper 


ISSELL has perfected the greatest advancement in 
Carpet Sweepers in twenty, if not in fifty, years. 
Every woman will be quick to see the advantages of 
a sweeper which will sweep everything from the heavi- 
est, padded carpet to hard floors—and with much greater 
ease than ever before. Present sweeper users will want 
this newest improved sweeper. So it presents a real 
sales opportunity for you. 


For the past six months all of our product except the 
“Standard,” to which it is 
not applied, has been of the 
new construction. And 
now that its great value 
has been fully deter- 


BI CARPET 3S CO., GRAND RAPIDS, MICH. 


mined, we have decided to feature its merits. 


You can easily tell the new Bissell by looking at the end 
mechanism. Observe the up and down movement of 
the brush. See how it sweeps any kind of surface. Note 
how it responds to the slightest touch of handle pres- 
sure. That’s the magic of the new“ Hi-Lo” Brush Control. 


Circular matter for your more detailed information, 
and show cards, circulars, etc., to aid you in present- 
ing it to your customers, 
may behad upon request. 
You owe it to yourself, 
Mr. Merchant, to look 
into the new Bissell now. 


Carpet Sweeper 


New York City Office, 46 West Broadway 








* 
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GRIFFIN Hinges of 
distinctive beauty 
and service—form 
the highest stand- 
ard of quality and 


uniformity. 


> a 


RIFFIN 


ERIE PENNSYLVANIA 
yanch Offices__ 


New York, 45 Warren 8t. 
Chieago, 555 W. Randolph St. 
Beston, 76 Ba' 

San Franecisee, 703 Market St. 












Everybody’s Business 
Comtemad from page 64) 


he must now reduce his standard of living by half. 
The truth is that there was no interest paid for the 
use of capital in America during the decade ending in 
1924. The value of the dollar decreased at a faster rate 
than interest accumulated during this period. 

Good bonds for the present generation of Americans 
have been veritable “gold bricks.” The careful and con- 
servative investor has been exploited as never before. 
Stockholders have picked the pockets of bondholders to 
the tune of $60,000,000,000 in 15 years. And vet our 
bankers continue to sit in solemn conference and argue 
whether a new bond issue shall be sold to net the investor 
4.80 or 4.90 per cent interest, when they must know that 
the principal amount of the bond is just as likely to be 
paid on a 60 per cent as on a 100 per cent basis. 

Here, as elsewhere, instead of solving the problem 
and getting it out of the way, we pursue the weak plan 
of merely building a road around it. We accept the 
advice to buy common stocks and have our incomes grow 
as the country grows. but later when an extended pe- 
riod of deflation succeeds the present era of inflation, 
we will recognize the folly of applying a remedy that 
does not cure. 

In time we will again witness the exploitation of one 
group by another. The tables will be turned and bond- 
holders will profit at the expense of stockholders. So 
it will continue until some day wise leaders will decide 
to turn the cold light of scientific thought on the problem 
and the dollar will quickly be made a standard of true 
value as well as a medium of exchange. 

Being human, we generally seek the easiest way around 
our difficulties. Our thoughts do not travel far beyond 
the immediate moment. That is why conservation of 
natural resources in America has been a joke. It is why 
we have assembled ‘there in the United States many of 
the worst representatives of all the races of mankind. 


| A while back we wanted greater production, and this 


meant cheap labor, so we closed our eyes to early ideals 





and brought in some millions of unskilled laborers from 
the lowest levels of European populations. 

What a change in breed from the pioneer days when 
convicts and camp-followers represented only a small 
sprinkling among the hardy, adventurous settlers who 


_ sought refuge as well as opportunity in the New World 
| overseas. There was nothing particularly angelic about 





our forefathers, and most of them came here to avoid 
poverty and oppression. But they did love their newly 
adopted country and were ready to give their all for 
the perpetuation of its established institutions. Our 
finest stock came from this breed, and it is far superior 
to that being produced by the malcontents, paupers and 
defectives who were brought in thoughtlessly by those 
who gave ear only to the cry for mass production. 

Now we are paying for our carelessness in the han- 
dling of this problem by having to face the menace otf 
low mentality and an alarming amount of crime and 
insanity. In our midst is now an army of people who, 
instead of being thankful for the advantages of Amer- 
ica, hasten to display an antagonism toward our most 
cherished ideals and principles. 

Fortunately we have put an end to the United States 
being used as a dumping ground for foreign undesir- 
ables. But this change of policy came too late to pre- 
vent an interbreeding which brought a serious mental 
and physical decline in our human stock. The reports 
of the Draft Boards during the late war showed con- 
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clusively that we do not live up to the reputation which 
had been established by our pioneers and present-day 
athletes. 

And whether we can handle today’s problems better 
than yesterday’s is a doubtful question. Mass production 
was carried to an extreme and we are now witnessing 
the rapid development of a new aim—mass distribution. 
It is to be one of our new cures and we are expecting 
much of it. The independent retailer has almost en- 
tirely disappeared from the tobacco field. Now almost 
every shop is merely a link in a great chain. One-third 
of the grocery business of the country has already been 
wrested from the private dealers serving but a single 
neighborhood. 

One big corporation operating a grocery chain had 
only 4500, stores seven years ago—now it has nearly 
18,000. In big cities like New York and Philadelphia, 
70 cents out of every dollar spent by the public today 
for groceries go into a chain system. This one company 
owns five out of every 100 grocery stores in the United 
States, and it does an annual business of approximately 
three quarters of a billion dollars. 

In competition with this concern are 850 other chain 
grocery companies operating more than 64,000 stores. 
The number of chain shoe stores has jumped from 
1600 to over 6000 in three years. One chain of restau- 
rants serves 15,000,000 meals annually in 34 cities, and 
the movement goes on apace in nearly every line includ- 
ing bakeries, hardware, sporting goods, clothing, meat, 
music, furniture, stationery, drugs, candy and_ barber 
shops. 

The policy of mass distribution, like mass production, 
appears to be founded on logic. There is the lure of 
immense savings from curtailed overhead, lower adver- 
tising costs and substantial reductions in practically all 
departments, extending from the one that makes pur- 
chases to the one that handles deliveries. Thirty-seven 
buyers make all the purchases for the great Woolworth 
Company. More than 2000 buyers would be needed if 
the stores were independent. The largest grocery chain 
contracts for half a billion dozen eggs a year at prices 
that the small retailer find it hard to match. 

Where will the movement end? Surely we will have 
super-chains handling the products of a variety of in- 
dustries. In addition to assuming the functions of the 
middleman, the chains will reach into the field of the 
manufacturer. Already some of them are making their 
own cans, producing their own drugs and slaughtering 
their own cattle. 

Stifling competition between these giant chains them- 
selves will force the consummation of still greater amal- 
gamations of national and international interests. Per- 
haps then we will save the $8,000,000,000 said to be 
wasted annually in the United States through our pres- 
ent inefficient marketing methods. Money will be made 
available for research on a grand scale and still more 
labor-saving devices will be installed on every side. 

In the end, another great purpose will have been 
accomplished. A new chapter will have been added to 
the endless story of the exploitation of one group by 
another. Once more it will be driven home to us that 
progress exacts a price. We will see for the hundredth 
time the futility of trying to picture the future of Amer- 
ica as either a heaven or a hell. We are better than we 
were, but not nearly as wise or as efficient as we 
might be. 

Agitators will go on distorting facts. There will be 
no stopping the efforts of those now engaged in teach- 
ing the farmers to believe that they are being victimized 
by the industrial classes. Slogans will be “coined and 

(Continued on page 102) 








The Repair Man 


who tries out a 


728 Adjustable Reamer 


will come back 
for a set 


These 

Reamers have 

a wide range of 
expansion ( f rom 
1/16” in the smallest to 
5/16” in the largest.) 


With a set of 13 Reamers a hole 
of any desired size from 15/32’ 
to 2 3/32’ can be reamed. 


Set A to H 
Here Shown 
consists of 11: 
reamets rang- 
ing from 
15/32” to 

1 1/16” 


These tools are especially 
adapted for Quick Service— 
Every Garage and Repair Man 


should have a set. 


TWIST DRILL & MACHINECO. 


NEW BEDFORD ,MASS.U.S.A. 
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HE Meyco catalog No. 70—Fire 


Guards and Fenders—is now ready 


for mailing. Shows nearly two score 
styles—everything from the least expen- 
sive to the finest made. Be sure to get the 
new Meyco catalog before you lay in your 
new stock. Write for your copy—today 
—NOW! 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio, U. S. A. 








MEYCO FIRE GUARDS 

























KIMBALL 
ELEVATORS 


LIGHT 
ELECTRICS 

















Kimball Light Electrics afford 
a means of vertical transpor- 
tation at a very low initial 
and operating cost. 


These elevators are standard- 
ized in different sizes and de- 
signs—any business, large cr 
small, will do well to inquire 
about Kimball Light Electric 
machines before making a 
final decision regarding eleva- 
tor service. . ee 


Write for Particulars. 
KIMBALL BROS. CO. 


1117-41 Ninth Street 











Council Bluffs, Iowa 

















Writing Off Equipment in the 
Hardware Business 


An Important Phase of Accounting Often Ignored 


HE average, independent hardware dealer perhaps 

has between $4,000 and $7,000 tied up in equip- 

ment—facilities necessary for the transaction of 
business other than stock bought for resale. 

The dollar value investment in this equipment in the 
newly opened and outfitted store naturally is greater than 
in the store that has been in operation for, say, one to 
five years or more. No matter how you look at it, this 
equipment has got to be properly charged against re- 
ceipts, and herein I find quite a number of hardware 
dealers in error. This is a highly important point in 
hardware merchandising, and sooner or later the dealer 
who fails to provide for amortization is in for a severe 
jolt. Once that counters, trucks, shelving and what not 
are installed, their writing-off must begin, or a faulty 
situation will develop in the store’s books, which in time 
becomes serious. 

The number of items which comes under this heading 
in the hardware business is considerable. All fixtures, 
delivery units, etc., as distinct and separate from hard- 
ware stocks, but which are necessary for the transaction 
of business with convenience and profit. 

How shall the hardware dealer set about to allow 
properly for this investment? The results of failure to 
amortize store equipment may be summed up briefly 
thus. Here’s what happens: 


There Comes a Jolt! 


The dealer opens up for business with a complete set- 

up of equipment. Perhaps he has paid $5,000 for it— 
more or less—either in cash or part cash and notes. No 
amortization account is provided on his books. At the 
end of two, three or four years he suddenly is faced 
with the problem of replacement, either in part or all. 
He wants more up-to-date counters and shelving, more 
modern delivery equipment (if he uses any), and he 
finds another outlay of $5,000 to $7,500 is necessary. 
+ Now, if this same dealer had in the beginning started 
paying off his account for equipment by regular and 
set charges against the receipts of the business, he would 
have a replacement fund at the end of a few years, or 
at least enough to make the repurchase simple. 

Let me describe how one very able retailer in the 
trade worked this out. He opened for business Jan. 1, 
1923. His investment—fixed—was $5,000. In consul- 
tation with his fixture house, he came to a pretty ac- 
curate estimate of the “life” of his shelving, counters 
and cases, trucks and desks. This life was set at ten 
years. Consequently, beginning with the very first month 
of operations he charged off $500 a year plus fair rate 
of interest, which made a set charge against the business 
the first of each month of something over $40.00 a 
month. Though he had paid cash for his fixtures, he 
decided to make the business income reimburse him at 
this rate. This $40.00 a month plus interest was made 
into a savings account upon which 3 per cent was drawn. 
What happened? At the end of ten years there will be 
well over $5,000 in this account for the replacement of 
fixtures if required. 

Even though it is not considered expedient for the 
dealer to work the savings account plan, which has many 
good points, this amortization or writing-off should be a 
rule. In no other way can the accounts balance at the 


ua”: lel 

















HARDWARE AGE for AUGUST 





2, 1928 





end of a few years’ period. In relation to other expenses 
in the store, fixture costs should be classed in with rent. 


Charge Rent for Fixtures 


Call it what you like, an amortization plan like this 
is the only safe course to pursue. 

One retailer told me not long ago that when he bought 
a new fixture he charged “rent” for it by the month 
against gross receipts until the fixture is paid for. He 
pays rent for his store—why not for the fixtures that 
are needed to run the business and which are just as 
fixed in their character? 

The properly run store today is independent in its re- 
lationship with the owner. In effect, he says to the 
business : 

“I’m going to buy a complete new set of fixtures, and 
I'll rent them to you at so much a month—plus interest. 
I'll give you plenty of time to pay for them—ten years.”’ 

But these charges should be made an integral part of 
the monthly trial balance. Monthly payments are prefer- 
able—or rather monthly charges. While the dealer may 
even have to use this money in his business, it still pays 
to carry the amortization on the books as a simple means 
of sensible accounting. 

The life of fixtures at present is not so long as it was 
a few years ago. Not because the quality isn’t there; but 
improvements are frequent and styles change, and more 
and more a store is judged by its equipment. The aver- 
age dealer can calculate very closely just what the life 
of this equipment will be. 

There are two ways of looking at this matter, one (a) 
purely as an accounting measure, and (b) as a replace- 
ment matter. It is doubtful whether the majority of 
dealers in the trade will be in a position to actually with- 
hold the cash charged on an amortization plan, but they 
can one and all carry such an account on the books. 


Amortize All Equipment 


The same principle applies to a single fixture. One 
retailer told the writer not long ago that he amortized a 
used cash register, allowing a period of four years at the 
end of which time he calculated he would find it neces- 
sary or want to replace it. When the end of that period 
arrives, he will merely draw the money from the ac- 
count and apply it on a new machine. 

When the new store opens up, the dealer naturally 
has a feeling that his outfit will last forever. Once he 
has paid for it, he forgets the matter and sails merrily on 
building his business. Nowhere on his books has this 
$4,000 or $5,000 investment been provided for, unless in 
the uncertain and risky column of “capital.” 

If the retailer needs any better example of the value 
of making this provision, he need only look to the large 
manufacturers and jobbers with whom he does business. 
They amtorize every article subject to depreciation— 
depreciation from any cause whatever. Jobbers in the 
trade amortize their delivery trucks on a three-year basis 
and often in shorter periods of time. They amortize 
any article that can in any way be classified as fixed in- 
vestment. 

The dealer gains in more ways than one when he makes 
this provision in his accounting: 

1. The bank prefers orderly accounting. 

2. The dealer has a true picture of his financial sit- 
uation. 

3. He is ready when replacement time comes. 

4. He is able to buy better equipment. 

If we assume that the life of a store outfit is ten years 
and it really proves to be fifteen, nothing is lost. 

_But a simple system of amortizing investments of this 
kind offers a safe form of insurance against the inevi- 
table replacement time. 
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The aromatic oil 
covered particles of 
finely ground coffee 

make the best beverage 

when freshly groun 










The oil of the bean makes the real good coffee. 
When the bean is ground, the little oil valves are 
broken. If the coffee is used immediately after grind- 
ing, the oil will make a far more delicately flavored 
coffee than coffee that has been ground for days, weeks, 
and months. 

Every dealer should know these facts; he should 
see that his customers learn the value of freshly ground 
coffee. Arcade Coffee Mills are made to look well in 
every kitchen. They are attractive, clean, easy to 
operate and economical, 


ARCADE "Sys | 


Write us for Catalog--Ask your Jobber for Prices 
ARCADE MANUFACTURING COMPANY 


FREEPORT. ILLINOIS 


Oo. 
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“GEM” ADJUSTABLE 
Sim. REGISTER 
SHIELDS 


Warn your customers 
not to start up their 
warm air furnaces this 
fall without first assur- 
ing themselves of the protection against basement 
dust and dirt that “Gem” Adjustable Register Shields 
afford. Retail at: “Gem” Floor 
Shield, Black, $1.25, Ox. Cop. 
$1.50; “Gem” Wall Shield, Black, 
65c, Ox. Cop., 75c. 










1140 BROADWAY. NEW YORK,NY 


BUY FROM YOUR JOBBER 








SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little — which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 

Butt Beveled a 
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We carry a rey line of 


ee SWEDISH Made TOOLS and HARDWARE 
E. A. Berg Order from your jobber today, or write 
Manufac- 

turing Co.. SCANDINAVIAN WESTERN 


IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N.Y. 


Minneapolis, Minn., Montreal, Can., 
Seattle, Wash. 


Eskilstuna, 
Sweden 

















TISIT, the Liquid Solder 


—has hundreds of uses in every home 
and is establishing sales records in thou- 
sands of stores throughout the country. 


$4.00 per dozen in attractive self-selling 
display carton. Retails 50c. per bottle— 
$2.00 per dozen profit. 


Ask your jobber or order dozen directly 
from us, giving us your jobber’s name. 








Letellier Laboratories, Inc. 
Manufacturing Chemists 


119 Main St. E. Rochester, N. Y. 


“Fresh Air—Everywhere” 


V-W 


VENTILATORS 


—have the pat- , 
ented R-shaped Write for information and open territory 
louvers that abso- 

lutely prevents 

draughts, dirt, rain 

and snow while ad- 

mitting a maximum 

amount of FRESH 

AIR. 


The V-W Ventilator Co., 2881 AIU Blidg., Columbus, Ohio 




























Uncertain Contract No Contract 
(Continued from page 63) 


the thoughts of the contracting parties avoid leaving 
any part of the agreement to understandings or the pre- 
sumption that it is understood. 

A merchant may agree to sell a customer a certain 
amount of merchandise at an agreed amount per pound. 
The agreement is complete and binding as a contract but 
it fails to dispose of the question of the place of delivery 
and the time of both delivery and payment. 

A formal contract prepared with the ordinary cen- 
turies old legal phraseology is of small importance 
alongside of the importance of a clear, detailed and con- 
cisely thought out intention and a complete setting forth 
either orally or, preferably, in writing of that offer or 
intention. 


Everybody’s Business 
(Continued from page 62) 


fed to many to prevent any exercise of original thought. 

The rate of bank suspensions in the last six years has 
been 24 times the rate of farm bankruptcies. For every 
$100 earned by successful manufacturing corporations 
in this same period, $32 were lost by unsuccessful con- 
cerns. While Congress is spending $80,000,000 annually 
on the Department of Agriculture, it is appropriating 
less than $30,000,000 to carry on the activities of the 
Department of Commerce. These and dozens of other 
facts of a similar nature will mean practically nothing in 
the face of wide misrepresentation. 

One of the astounding characteristics of the present 
era is the seeming determination of the average person 
to arrive at the solution of all problems by a system of 
trial and error in which all of the obviously worthless 
remedies are first applied. The ease with which we are 
induced to pursue fallacies and close our eyes to simple 
fundamentals is a sad reflection on our boasted intelli- 
gence. 


Who Will Sell Airplane Accessories? 


In the last twenty-five years the country has wit- 
nessed the growth of an immense new trade supplying 
the wants which the automobile developed. The hard- 
ware store has been an important, integral part in the 
merchandising of the automobile accessories. Added 
profits from many new customers have rewarded many 
hardware dealers for intelligently selling this type of 
merchandise. 

Hardware men throughout the country might do well 
to contemplate the possibilities for sales and service in 
supplying the wants which commercial aviation has de- 
veloped. 

Metal fittings, materials of equipment, many mechan- 
ical parts and even some instruments are just as closely 
allied to the stock of the present day hardware dealer 
as they are to any other already developed line of busi- 
ness. 

Someone is going to reap a rich harvest in supplying 
parts, accessories, fittings and equipment for airplanes. 
Just who it will be is not known, but wide-awake and 
enterprising jobbers and dealers will find it worth their 
while to follow very closely the coming aviation devel- 
opments. 
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Remington’s Fall Window Display Material 


A life size reproduction in natural colors of a pedi- 
greed English Setter, registered as Beau Laverack, is 
the outstanding figure in the new window display material 
of the Remington Arms Co., Inc., New York City, for 
the fall hunting season. 

The whole window trim is unusually attractive and 


measures 314 ft. high by 21% ft. wide. Lynn Bogue 
Hunt, one of the foremost painters of bird and animal 
life created this display. 

Hardware and sporting goods dealers throughout the 
country will be given an opportunity to secure this win- 
dow display material before many weeks have passed. 
It will no doubt stimulate the sale of firearms and 
ammunition for the fall hunting season. 


Billions of Stamps Annually 


HE little postage stamp used so much by publishers 

is one of a huge family. There were more than 18,- 
000,000,000 of them born in Washington in 1925, being 
sufficient for supplying each than, woman and child 
with 160. They represented a face value of $450,- 
000,000, and required 900 tons of paper and 870,000 
pounds of ink in their manufacture at the Bureau of 
Engraving and Printing. Placed end to end they would 
girdle the earth eleven times. The cost of producing 
them was about one cent per each 125.—Publishing. 


He Cheated Himself 


A STRIKING story is told of a rich man who wanted 

to help a poor carpenter and his family. He hired 
the carpenter to build a house on a hillside and then went 
away on a long journey. The carpenter said to himself, 
“My boss is away and I can use shoddy materials and 
neglect the supporting work that doesn’t show. The 
house will be weak, but nobody will know it.” So he 
built a ramshackle house. 

When the rich man came back, the carpenter said, 
“Here is your house.” “Thank you!” said the rich man. 
“Here is the deed and the key. I’m giving it to you.” 

And the carpenter grieved that he had robbed himself 
of a good house. 

We reap what we sow. We have to live in the house 
of life we build. If we do shoddy work, if we “soldier” 
on the boss, we pinch ourselves, shrivel up and lose our 
ability to discern between right and wrong. We have to 
live in such a house without character. We have to live 
with ourselves ! 

It is a tremendous fact that each one of us is building 
today the house we must live in tomorrow. We can build 
a palace or a hovel, a mansion or a jail or a pigpen, but 
we must live in it—The Swas Tika. 





“BUR-WIN 
GARDEN WARE” 


This beautiful line of High Fired Jardi- 
nieres, Hanging Baskets, Green Stripe 
Flower Pots, Gazing Globes with Pedestal, 
are made in Gray Glaze and Green and 
Pink Tints. In addition, we manufacture 
a complete line of Crocks, Jugs, Churns, 
Steins, Rabbit Feeders, Dog Feeders, 
Poultry Fountains, etc. Send for catalog 
and circular. 


The Burley & Winter Pottery Co. 


Mfrs. of The Famous Heart Brand 
Stoneware & Bur-Win Garden Ware 


Crooksville Ohio 














Now ! ; 
—THE TUCKER ’WAY 


Junior 


A Colored Baby! 


NEW! A young bouncing baby 
that’s a Man! A chip off the 
old block. The TUCKER’WAY 
in Juvenile size—for the kiddies. 
Otherwise like its daddy. In 
natural (beech) finish AND IN 
COLORS. 





Folds Flat 


Well 


This is the chair that’s THERE—made of all wood, that 
folds flat and stacks as easily as pan cakes. Easy to open 
easy to close—EASE-y to sit in—strong as an ox—won't rattle 
—won’t warp—can’t rust. In vivid red, blue, green and 
natural—also orange, b'ack, etc., on special order. Sold singly 
or in rows—Junior or senior sizes. r 


Send for Samples of Jr. & Sr. 


Get our prices and _ proposition. Send for 
samples of both sizes and treat ’em rough. Sell 
these chairs to homes, etec., and assemblies, or 
rent them, ‘‘Tuck-er-way'’ profits with TUCK- 
ER'WAY. 


Peerless Camp Furniture 


i The House of Tucker manufactures that Peer- 
ess line of Folding Furniture, TUDUCO Tents. 
Kantskratch mops, ete. Send for catalog. 


Tucker Duck & Rubber Co. 


Fort Smith, Arkansas D 19 i 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. 


contemporary puts it: 


Asa 


“Some of them 


have been copied, the rest will be.” 














Alkali Ike—“‘What happened to the ten- 
derfoot stranger wot was here last 
month ?” 

Texas Pete—“Poor feller. The second 
morning he wuz here, he wuz brushin’ his 
teeth with some of that foamy tooth paste, 
and one of the boys thought he had hydro- 
phoby and shot him.” 


Blonde Sweet Young Thing—“Do you 
allow Archie to kiss you while he is driv- 
ing?” 

Auburn Haired Ditto—“I should say 
not. If he gives the kiss the attention it 
deserves, he can’t drive safely.” 


IT CAN’T BE DONE 


The man who misses all the fun 

Is he who says, “It can’t be done!” 

In solemn pride he stands aloof 

And greets each venture with reproof. 

We'd have no steam or trolley cars, 

No streets lit by electric stars; 

No telegraph or telephone. 

We'd linger in the age of stone, 

The world would sleep, if things were run 

By the men who say, “It can’t be done!” 
—Geo. W. Mullen. 


A group of tourists were looking over 


the inferno of Vesuvius in full operation. 


“Ain’t this just like Hell?” ejaculated a 
Yank. 

“Ah! zese Americans!” exclaimed a 
Frenchman, “where they have not been?” 


The only thing you can’t see nowadays 
is what a girl has on her mind. 


Johnny, aged six, was told he had to go 
to the hospital to have his tonsils removed, 
and his mother was bolstering up his 
morale. 

“T’ll be brave an’ do jest what they 
tell me, ma,” Johnny promised, “but I 
betcha they don’t palm off no cryin’ baby 
on me like they did when you was in the 
hospital.” 


In darkest Africa two natives were 
watching a leopard chasing a large, fat, 
white man. 

“Can you spot the winner?” said one. 

“The winner is spotted,” retorted the 
other. 





A pupil was having trouble with punc- 
tuation and was being called down by the 
teacher. 

“Never mind, sonny,” said the visiting 
school board president, consolingly, “‘it's 
foolish to bother about commas. They 
don’t amount to much, anyway.” 

“Don’t they?” replied the teacher, turn- 
ing to the president. Then calling to one 
of the pupils she ordered the boy to write 
on the board this sentence: “The president 
of the board says the teacher is a fool.” 

“Now,” she continued, “put a comma 
after ‘board’ and another after ‘teacher.’” 


A darky whose recollection of great men 
appeared to run back further than one 
listener could stand was finally asked rather 
sarcastically : 

“I suppose you remember when George 
Washington took the hack at the cherry 
tree?” 

“Oh, yes, suh, Ah ’members dat very 
well,” replied the smiling darky. “Why, 
Ah done drove the hack.” 


Wellessley—“Doctor, why does a small 
cavity feel so large to the tongue?” 

Dentist—“Just the natural tendency of 
your tongue to exaggenate, I suppose.” 


At the breakfast table the other morn- 
ing he was relating to his wife an incident 
that occurred at the lodge the previous 
night. The president oi the order offered 
a silk hat to the brother who could truth- 
fully say that during his married life he 
had never kissed any woman but his own 
wife. “And would you believe it, Mary? 
—not a one stood up.” 

“George,” his wife said, “why didn't you 
o” 


stand up? 

“Well,” he replied, “I was going to, but 
you know, dear, I Icck like the deuce in 
a silk hat.” 


A recent “ad”: 

“WANTED—By city’s leading Toy 
Department, a buyer, with 24 girls. Must 
be a go-getter!” 


“Black Boy, whut yo’ all runnin’ fo’?” 
“T’se gwine to stop a fight.” 

“Who all’s fightin’ ?” 
“Jes me an’ anothah niggah.” 





Macdonald—“‘And how’s the world been 
treating you lately?” 

Macdougal—“Verra seldom, Mac; verra 
seldom.” 


Son—“Father, why does an Indian wear 
feathers in his hair?” 
Father—“To keep his wigwam, my son!” 


A man in the public gallery at the courts 
said to his neighbor, “That last prisoner 
put up a very good fight, didn’t he?” “No 
wonder,” replied the second. ‘“He’s got 
the courage of his 21 convictions.” 


Traffic Cop—“What’s your name?” 

Truck Driver—“It’s on th’ side of me 
wagon.” 

Cop (trying to read name)—“It’s ob- 
literated.” , 

Driver—“Yer a liar—it’s O’Brien.” 


Teacher—“Now, Robert, what is a niche 
in church?” 

Bobby—“Why it’s the same as an itch 
any place else, only you can’t scratch it.” 


I met her in the garden; 
The night was still as death; 

I knew she knew her onions 
’Cause she had ’em on her breath. 


A husband found some holes in his socks 
and said, “Wifie, dear, why haven't you 
mended these?” 

“Hubby, darling, did you buy me that 
coat you promised?” 

“N-no.” 

“Well, if you don’t give a wrap, I don't 
give a darn.” 


“Could you give a poor fellow a bite?” 
asked the dust-stained tramp. 

“I don’t bite, myself,” answered the lady 
of the house, “but I’ll call the dog.” 


Adam and Eve came back to earth, 

Fo see the latest styles from Worth; 

Said Eve to Adam—“It seems to me, 

The styles are the same as they used to 
be.” 

















